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Sale of 


November 1 


32 Piece Set 


Quality Silverplate 


To Retail for $18.25 


(Regular Retail Price $36.50) 





In Handsome Case 
No. 1859 Set 


. so numbered in recognition of the year 
that Rogers & Brother began to make silver- 
plated flatware stamped Rogers & Bro. A-l, 
which brand has been continuously manufac- 
tured since 1859 by the International Silver 
Co. and its predecessor, Rogers & Brother. 
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Before Nov. 1 50 Year Silverplate 


seein INTERNATIONAL 


After Dec. 20 Meriden, 
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SPEAKING OF THE JEWELRY TRADE « « ao 


Te British merchant, 


particularly the British jeweler, is 
much calmer under the stress of the 
present depression than his American 
brother, according to B. C. Allen, of 
Benj. Allen & Co., Chicago, who re- 
cently returned from a three months’ 
trip abroad. “Although England has 
been much harder hit than we have 





and for a much longer time,” said 
Mr. Allen, ‘‘none of the better stores 
seem to be closing up but continue 
business perhaps on a more modified 
form.” 

“White gold jewelry,” said Mr. 
Allen, “has never gained the favor in 
England that it gained over here, and 
even the cheaper articles are shown in 
natural color gold. What is more, 
much of the platinum and diamond 
jewelry I found was backed up with 
18 karat gold, indicating the people 
prefer to show gold in their jewelry 
even where platinum has to be used 
in part for setting.” 


+ ¢ 4 
Ancwsing the charge 


of the European diamond cutters that 
they were subject to unfair discrimi- 
nation owing to the better assort- 
ments given to the South African dia- 
mond cutters, the Diamond Corpora- 
tion, Ltd., of Kimberley, recently is- 
sued the following statement: 
“Allegations for which there is no 
foundation whatsover have been 
made from time to time concerning 
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a disparity between the Corporation’s 
selling prices and assortments and 
those of the Government Diamond 
Valuation Office. It is realized both 
by the Government and the Corpora- 
tion that, in the interests of the in- 
dustry as a whole, it is essential that 
Government diamonds and those of 
the Corporation should be sold on the 
same basis. 

“The agreed intention of the Gov- 
ernment and the Corporation is that 
diamonds sold to South African cut- 
ters should be sold on London parity, 
less the export duty and other ex- 
penses. 

“The Diamond Corporation is en- 
tirely satisfied that, as a result of the 
negotiations with the Government, 
parity of prices is completely as- 
sured. 

“The Corporation hopes and con- 
fidently expects that this complete 
understanding in regard to this im- 
portant principle in the diamond in- 
dustry will assist in no small measure 
toward the stabilization of the dia- 
mond market.” 


4+ ¢ 4 


‘hes few manufacturers 
are calling attention to the actual 
condition that will exist when 
jewelers begin to send in orders for 
the Christmas trade. The warning 
sent out by A. Sauer & Co., manu- 
facturing jewelers of Cincinnati 
might properly and, in fact, should 
be sent out by every concern to its 
customers. This warning calls at- 
tention to the fact that retailers in 
many lines who have had the fore- 
thought to place orders now find that 
honest sellers are not promising deliv- 
ery before four to six weeks and that 
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later on the situation will be much 
more aggravated. ‘The warning says 
in part: 

“There will be a seasonal increase 
in business. 

“Do you expect to wait until you 
feel this demand before preparing for 
it? 
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“No manufacturer and no whole- 
saler has any stock of desirable mer- 
chandise. Finished parts are not 
available for assembling. It will take 
time to make them. 

“Tf you use our products (or our 
competitors’) place some orders now. 
Whatever merchandise of any kind 
that you expect to sell to the ultimate 
consumer in November and Decem- 
ber, place moderate orders for right 
now. You will not be able to get 
desirable merchandise on short notice 
this year, during the consumer buying 
season.” 


+ ¢ 4 
Conon J. Wild, 


dean of the Horological Department 
of the Bradley Polytechnic Institute, 
is a strong advocate of the proper sell- 
ing of the watch department of the 
jewelry store. In commenting on the 
article in our September issue by P. 
Buford Harris, entitled “Reasoning 
Reaps Repair Profits,” Mr. Wild en- 
dorsed Mr. Harris’s idea, saying: 
“So many jewelers fail to realize 
that their head watchmakers or con- 
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tact man, must possess not only the 
necessary skill and knowledge to re- 
pair a watch properly, but that he 
must also have salesmanship training 
or ability in order to make the repair 
department successful in a large way. 
The ability to sell watchwork will, 
in my opinion, more than anything 
else discourage cheap, unskilled work 
with which so many jewelers must 
compete. We have recognized that 
in the Bradley Horological School 
and because of the same facts which 
this article covers, we have this fall 
added the study of Salesmanship and 
Advertising to the curriculum in our 
Department of Horology.” 


4+ ¢ 4 
— —_—— in the silver 


industry, mining, manufacturing and 
producing, were more than interested 
last month in the announcement 
made by Former Finance Minister 


Ay 
TAN A= SY 


NICE SHINY SILVER z0= 


Joseph Caillaux, of France, advocat- 
ing the rehabilitation of silver as 
monetary metal, this being, in his 
opinion, the only present disequi- 
librium of prices and money. Former 
Minister Caillaux in La Republique 
is quoted as saying: 

“All the money systems of the 
world may be represented as an up- 
side down pyramid of paper notes 
resting on a point of gold. All that 
is necessary is to shake that gold point 
just the least bit to make the whole 
edifice tremble. What facilities that 
offers for speculators! 

“There is only one remedy. It is 
not that there should be any redis- 
tribution of gold, as is being childish- 
ly suggested. Gold has its own law 
which it obeys. What must be done 
is that another monetary metal should 
be joined to it. 

“Platinum has been suggested. I 
would prefer that silver, which was 
stupidly demonetized, should be re- 
habilitated.” 

4 ¢ 4 


hie substance of 


the articles giving the history of 
Maiden Lane that appeared serially 
in THE JEWELERS’ CiRCULAR from 
October, 1910, to March, 1911, is 


now available in book form. For 
“Maiden Lane—The Story of a 
Single Street” has just been issued in 
book form by the Maiden Lane His- 
torical Society. The author of the 
work, Albert Ulmann, is the historian 
of the society, and wrote the original 
story as well as a previous short his- 
tory that appeared in the Manufac- 
turing Jeweler way back in 1884. 
This unique book contains many of 
the illustrations, maps and tables that 
appeared in serial we published 20 
years ago and also carries the history 
of Maiden Lane up to the removal of 
a part of the jewelry trade to the up- 
town district. In addition it gives a 
history of the Maiden Lane Histori- 
cal Society and its work in placing 
historical tablets throughout the 
jewelry district of the metropolis. 
For the members of the Maiden Lane 
Historical Society and those inter- 
ested in the history of the New York 
jewelry trade, the work will prove a 
souvenir that will long be treasured. 


44 4 


Jeusien are divided 
in the opinion as to whether a reduc- 
tion in prices of the finer lines pro- 
duce adequate increases in sales and 
it is safe to say that experiences vary 
to the degree of the opinions ex- 
pressed. John J. Faraco, Clinton, 
Ind., has shown distinct enterprise in 
selling diamonds as indicated in the 
story of his diamond educational con- 
test published in our August issue. 
Mr. Faraco does not feel that reduc- 
tions in price are necessary to stimu- 
late diamond sales. Said Mr. Faraco, 
“We had an anniversary sale in July 
when we advertised everything at re- 
duced prices. However, in front of 
our diamond display, we had a sign 
which read, ‘No Reduction in the 
Price of Our Diamonds.’ This 
brought us more sales than advertis- 
ing reduced prices would have 
brought.” 

Mr. Faraco’s experience may or 
may not be unique, but it is interest- 
ing nevertheless. 


4+ 4 
dd 
W. are face to face 


today with realities,” said Frederick 
M. Feiker, director of the Bureau of 
Foreign and Domestic Commerce, at 
the recent annual meeting of the 
American Trade Association Execu- 
tives last month. “Business depres- 
sion is a drastic but, none the less, 
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potent educational factor in the im- 
provement in business practice. We 
are in a period of appraising true 
values. One of my friends phrased 
the present era of business manage- 
ment by calling it the ‘era of the pass- 
ing of the stuffed shirt... Men who 
have been built by their businesses 
during the past decade are being 
sharply measured by the trial as to 
whether they can build their busi- 
nesses. In each industry the firms 
which have been No. | are striving to 
hold that position against firms that 
have been called No. 3 or No. 4. 
During the next two years there will 
emerge from our present business sit- 
uation a new group of business lead- 
ers tried in the fire of the realities of 
the present. 

“It may be hard medicine to take, 
but what is true for the individual is 
also true for the group; and what is 


oo 





true for the groups is also true for 
the nation. We must shake out of 
words which have become meaning- 
less the essential truths, and on the 
basis of these essential truths build 
a commercial structure.” 


44 4 
4d 
Wy worry about 


department store competition?” says 
“Bill” Gibson, of the Cole & Young 
Co., Chicago. Mr. Gibson ran 
across some authentic figures giving 
a breakdown of the sales of the de- 
partment stores into various depart- 
ments. These show the following 
percentages in relation to the entire 
business done: 


ME i Deel eieedieg ve Gee 16 
CD ad cles Cheeks .08 
Diamond Jewelry ......... .02 
Rings other than Diamonds.. —_.07 
Gold and Gold Filled Jewelry .07 
Plated Silverware .......... .26 
Sterling Silverware ........ 24 


Costume and Other Jewelry.. 1.23 


“A glance at these figures,” says 
Mr. Gibson, “will convince anyone 
that department stores do not sell fine 
jewelry, diamonds or watches in 
very large amounts. Their sales 
of costume jewelry, clocks and silver- 
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ware are many times greater-than the 
finer merchandise. 

“This should convince any jeweler 
not to be afraid of this competition, 
as his sales are many times greater 
in the better grade of merchandise 
than theirs. 

“Tn our own store, the figures are: 
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Watches, 26 per cent; diamonds, 27 
per cent; rings, 12 per cent, and only 
from two to four per cent in cos- 
tume jewelry, clocks and silverware.” 


4+ ¢ ¢ 


Frederic M. Gottlieb 


who has just returned to Chicago 
from a trip to the diamond markets 
of Europe, confirmed the reports of 
unemployment in the diamond centers, 
saying that of the 6000 cutters in 
Amsterdam only about 10 per cent 
were working and that of the 13,000 
cutters in Antwerp, only about 2500 
were working. “However,” said Mr. 
Gottlieb, “those working are the best 
workmen and are producing the extra 
fine quality gems. Their concerns 
are selling the better grades as fast 
as cut and there is an actual scarcity 
in these goods. In fact, in fancy 
shapes there is an _ extraordinary 
scarcity. As to the poorer grades of 
diamonds, there is a distinct sufh- 
ciency. European cutters,” said Mr. 
Gottlieb, ‘cannot compete with 
American cutters in the production of 
an emerald cut diamond. Americans 
produce a better stone at a better 
price.” 


+4 4 


[., a refreshing 
discussion on the “boom” in business 
that will follow the present condi- 
tions, Elmer Davis in an article in 
Har per’s makes an analysis of former 
depressions and the “booms” that fol- 
lowed them and gives much en- 
couragement to the jewelers and 

“others in the so-called luxury trades. 
The next “boom,” we are told is 
going to be not unlike the one of 
1916. There will be a smaller de- 
mand for stocks and a greater demand 
for fine merchandise. Mr. Davis 
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argues that “booms” primarily effect 
“10 or 20 per cent of the people with 
from 20 to 50 per cent more getting 
a little drip of the overflow. It is the 
10 or 20 per cent who do the big 
spending and what they will want 
when there is a surplus over necessity 
is not securities but luxuries. People 
will buy fine cars and among those 
that will prosper will be the jewelers 
and the furriers.” Of course, Mr. 
Davis predicts another depression will 
follow the boom saying: 

“And when the operation of our 
glorious system of unchecked indi- 
vidual enterprise brings inevitably 
another panic to end that last and 
liveliest boom— 

“Well, your guess is as good as 
mine or Julius Klein’s. 

“But never mind the next panic; 
sufficient unto the day is the evil 
thereof. Think about the next boom 
instead, and plunge head-first into it 
when it comes.” 


a? 4 


4d 
President Hoover 


now two strikes on Old Man De- 
pression,” is the way Sidney Y. Ball 
of the Ball Co., Chicago, has summed 
up the recent change in business con- 
ditions, and he goes on to add: “Dia- 
monds, watches, silverware, etc., have 
proven among the safest investments 
in the past two years. They pay 
daily dividends in usefulness and sat- 
isfaction to the owners. While most 
farm products, real estate, commodi- 
ties and securities have gone down in 
price, honest jewelry merchandise 
holds its value. The public will find 
that money invested with reliable 
jewelers this fall and at Christmas 
will be safe and secure.” 


4 ¢ 4 
4d 
"Bie first essential 


_for the retail jeweler’s success in the * 


diamond business today is that he 
know diamonds—that is that he 
knows their characteristics and all ele- 
ments that govern their real value,” 


said Wilson A. Streeter a prominent ° 


retailer of Mt. Vernon, N. Y., last 
week. “I don’t mean by this that he 
knows what he pays for his stones or 
what he can sell them at but that he 
knows diamonds so thoroughly that his 
customers can have implicit confidence 
in his judgment. The man who does 
not have this knowledge might as 
well sell his gems with a slot machine 
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or cultivate his diamond business by 
offering premiums of some kind. If 
the personality of the jeweler is not 
counted in his diamond trade, there is 
no reason why diamonds should not 




















be distributed through the druggist, 
the hardware store or any other in- 
dustry.” 

+4 4 


41¢ 
Shanes as it 


may seem under present conditions 
very fine merchandise in colored 
stones and pedatls is scarcer than ever 
before in Paris,” said Julius Kaufman 
of Goodfriend Bros., who returned 
from that city recently on the Bre- 
men. “No new gems have come into 
the market for sometime and mo fine 
pearls have come from the fisheries. 
Those that have been in the market 
are held in strong hands and at high 
prices. On the other hand, there is 
a glut of poor goods—goods of the 
kinds formerly carried for the soutn 
African tountries, and for Italy and 
Spain; there is no’ market for these 
goods, and, consequently, values have 
fallen to a marked degree. The 
financial situation in the gem trade 
of Paris remains the same. The 
holding company controls the affairs 
of the bulk of the dealers and while 
there is little or no business, there is 
no “dumping.” ‘The goods will not 
be thrown on the market but are 
being held until more advantageous 
prices may be obtained in the future.” 
Mr. Kaufman was in Paris while the 
rumors weré-being circulated about 
the American financial market with 
the reports that the United States 
might go off the gold basis. He said 
this resulted in many people cashing 
in on American money and securities 
and putting their cash in vaults. 


q¢ 4 
The radical 


change in women’s fashions to 
“Period” types has given great prom- 
inence to period jewelry, said W. B. 
Peck of Waite, Thresher Co. There 
is hardly a woman, who is not con- 
scious of a desire to own a piece or 
a set of period jewelry, but are the 
jewelers awake to their opportunity.” 








SELLING DIAMONDS BY 


dd 

No, we don’t stress perfection 

in diamonds in our selling arguments. As a matter of 
fact, we do just the opposite, we inform our customers 
that over 90 per cent of our diamonds are imperfect. We 
also teach them that in the qualities we handle these 
so-called imperfections of crystallization are not a factor 
to consider in the selection of a beautiful stone. Yes, 
we tell the truth about the diamond to the customer and 
we tell the whole truth and we educate him in a knowl- 
edge of diamonds and the factors that govern their value.” 
The speaker was Emil W. Kohn, president of the 
Jewelers Association of New York and member of the 
firm of Theodore A. Kohn & Son, Inc., an old and well 
known Fifth Avenue jewelry house. Mr. Kohn and his 
brother have built up a diamond business on a solid 
foundation and their customers come from all parts of 
the city, state and even the country. For years he has 
urged jewelers to build up business only on the highest 
ethical principles, and to deserve the trade of their cus- 
tomers by being experts in their business) Mr. Kohn 
has pointed out, time and time again, that real success in 
the jewelry business is founded on the personality and 
character of the jeweler. While methods of merchandis- 
ing and the ability to buy and select the proper stock may 













































“You ask the reason we do not stress the question 
of the perfection of the crystal in selling diamonds? 
The principal reason is that it is not the important 
factor in the determination of either the beauty or 
value of the gem.” 
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TELLING ALL THE TRUTH 





have an effect in the running of the business, it is the 
jeweler’s personality—the confidence that he has de- 
veloped in the public both in his honesty and integrity— 
that determine the success or failure of the high grade 
jewelry store. In the selling of diamonds and fine gems, 
these factors are most important. 

“You ask the reason we do not stress the question of 
the perfection of the crystal in selling diamonds?” 

“The principal reason is that it is not the important 
factor in the determination of either the beauty or the 
value of the gem. We consider the two other factors of 
greater importance. First, the question of color and, 
second, the question of brilliancy. Of course, in bril- 
liancy, we take into consideration both the perfection of 
the shape of the gem and the perfection of the polishing. 
But to my mind, if a gem is of the right color, if it is 
properly cut so as to produce the maximum brilliancy, the 
fact that it has or has not a minute speck or so within the 
crystal itself that cannot be noticed with the naked eye, 
in no way detracts from its beauty.” 


= a case Mr. Kohn took 


a solitaire which he said he considered the most beautiful 
stone in his stock and the one most desirable from the 
wearer’s standpoint. He called attention to the fact that 
it was a gem of perfect color, beautifully cut with the 
fire and brilliancy to make it stand out among the very 
finest of jewels. Though this stone had one or two very 
slight defects in crystallization, he said it was far more 
beautiful ; far more valuable and far more desirable (both 
from the standpoint of the jeweler and the customer) 
than other stones of the same size, much more perfect but 
not as good in color or in cutting. 

“Do you not have trouble in selling a customer after 
you explain that there are defects in the stone?” we asked. 
“No,” he answered promptly, “we have built up our 
diamond business and have held our customers, simply, 
I believe, because of the confidence they have in us and in 
our judgment, and because we have explained everything 
about the merchandise before they buy it. 

“Sometimes I find the salesman is a little reluctant to 
tell the customer who has selected a stone that there may 
be some slight defects or flaws in it, but we insist that 
this be done. On this point we are adamant. But once 
the purchaser realizes what the real factors are that 
govern the value and beauty of the diamond, we have 
little trouble in making him appreciate his selection and 
we keep his confidence for future sales. 

“In most cases,” Mr. Kohn continued, “it is a foolish 
thing to even use the word ‘perfect’ in connection with 
"a jewel because ‘perfect is an adjective that should per- 
mit of no comparison and the people who use it, use it 
loosely without telling to what quality it applies. As a 
matter of fact, all the qualities of the stone are subject 
to comparison. Unfortunately, ‘perfect’ as is used so 


(Turn to page 101) 
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EMIL W. KOHN 


President of the Jewelers Association of New York 








“Any jeweler who is satisfied to sell diamonds as 
though they were X.Y.Z. Biscuits is cutting his own 
throat. This attempt to standardize diamonds as 
to quality and price is an attempt that every self- 
respecting jeweler in the United States should 
oppose. There is but one right policy in this 
matter and that is for the jeweler to educate the 
public to regard him as an expert. The jeweler’s 
success depends on the public’s confidence in his 
knowledge and integrity.” 
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RAYMOND HAY 


Scene: An office of an up-to-date jewelry 
store. Gita 

Time: The present. __ 

Manager or owner of the store speaking, 


phone in hand: 


“1435—Hello—This is Ray speaking. Tell Bob I 
won't be able to play golf this afternoon. We're going 
to have a little get together at the jewelry store today and 
decide on some plans to make money this year. The more 
business—the more there will be for pleasure. See you 
later. Good-bye.” 

Puts down phone and calls office boy. 

“Jimmie. Call all our salesmen, office girls, everybody, 
in here. We’re going to have a meeting. 

“Hello Everybody. I have just written a little one-act 
merchandising play in which you all are to have a part. 
This is a first class jewelry store. We have kept it so all 
through the depression—yet no matter how nice the store 
is—you people can’t sell without customers. However, 
there are still some people left who have money and will 
buy, if they can be shown that it will be to their interest to 
buy now. 

“We all know that the price of sterling and silver 
plated ware is down, clocks are better and lower, there are 
good values to be had in rings and jewelry, but the prospect 
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TLE IDEAS 








Depend upon Raymond Hay, Coshocton, Ohio, 
jeweler, and president of the Ohio Retail Jewelers’ 
Association, to dramatize any idea he develops. 
This one act play, in which he assumes the leading 
role is a remarkable story, featuring nine definite 
ideas which can be adapted to the average sized 
store. This young jeweler fairly bristles with mer- 
chandising ideas that trend toward the tinkle of 
the cash register and, if your enthusiasm for new 
business moves you, participate as a player rather 
than a spectator in this merchandising playlet. 








doesn’t. In fact, he doesn’t even know he is a prospect. 

“If the mountain won’t come to us—we had better go 
to the mountain. - The customers aren’t breaking the door 
down trying to get in and buy—Let’s find out Why. 

“The man without a job won’t come in, the average 
person with a greatly reduced income is afraid to come in, 
and the rich believe they can purchase the things they need 
in our line cheaper elsewhere. It’s a fine mess. 

“What are we going to do about it? Are we going to 
try to help ourselves or wait for someone else? Henry 
Ford had the right idea when he stated everyone employed 
by him would have his own garden. The time for sit- 
ting around is gone. We the jewelers, along with every- 
body else,.must get down to work. 

“We must now merchandise our goods intensively or 
else get out and let somebody in that can. 

“Here is the plan. 

“T am going to give each of you.one hour every day for 
obtaining new business for your own departments. How? 
By going house to house canvassing? No. That is too 
crude. You can’t do that with a high class jewelry store. 
There is a much more subtle plan. I am going to call it 
“systematized selling.” Here is how we will work: 

“1. Silverware Department.—You have kept a record 
of your flatware sales and their patterns for a number of 
years. I want you to see two customers each. day, having 
called by phone for an interview first, to explain the ad- 
vantages of completing their patterns now while the price 
of silver is low. 

“2. Look at our pen department. Good lines but no 
volume. The drug and book stores are getting 80 per cent 
of the new pen sales. They have customers traffic with 
other school supplies—and the pens are bought there. We 
have a nice shiny pen floor case. As an experiment for the 
next two weeks, weather permitting, I want to see that 
pen case out in front of the window on the sidewalk. The 
novelty of the idea should attract attention to our pens— 
and that means extra sales. 


“3. Now that there is such a thing as a “Tarnish Proof 
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FOR TEAMWORK SELLING 





Plate” and we have decided on what kind is O. K. for our 


store, we have an untouched market for sales. I want you 
to see personally the coach of our high school, then the 
president of the country club, as well as owners of local 
golf courses about refinishing their own tarnished cups. 
This way you can gather up a lot of cups and send them 
all in at one time. 

“The next trip will be to see the ministers and explain 
how their chalices may be tarnish-proofed for a small sum. 
This should result in extra sales. 


dd 

"Phen select a list of people 
who will have silver hollowware and make an appointment 
by phone to call personally and show what tarnish proofing 
is, and will do. Seeing about two people each day will be 
sufficient to do the job right. It will be good advertising 
for the store to show that we are up to date, and should 
result in both refinishing sales and sales for new pieces. 


“4. George (addressing the bookkeeper). Look over 
our book accounts. All of the slow pay and hopeless names 
are to be sorted out. Personal statements are to be made 
out and you are to call on two each day. Not only for 
collecting but also for a talk. You are to be polite and 
listen when they tell you how long it has been since they 
had a job. If they can’t pay, explain that you will give 
them all the help possible to carry them over the depres- 
sion. However, they must sign the bottom of the state- 
ment with these words: ‘I have examined the above state- 
ment of my account. It is correct and will be paid.’ They 
must sign their name and the date and you also sign it is a 
witness and bring the statement back with you. 


THE JEWELERS’ CIRCULAR 
for November, 1931 


57 


“Why go to all this bother on an open account? If this 
depression lasts a couple more years these back accounts 
will not be worth a darn. The signed statement makes 
them collectable for six more years. It may mean all the 
difference between a 100 per cent collection four years 
from now, or none at all. We must look ahead and stay 
on the safe side as much as possible. 


“5. Now Mr. Manager of the repair department: I 
want you to make a display stand showing different grades 
of unbreakable crystals. It must explain in a few words 
how much clearer the better grades are and should tell 
how much better they stay in. 

“When you take in a watch or piece of jewelry for re- 
pairs, get the customer’s phone number explaining that you 
will call him when the article is ready. Our customers 
will appreciate this extr? service. 


“6. Helen (the stenographer). Will you bring to the 
store each morning the names of all the people who have 
had an announcement or have purchased a marriage license. 
Then write them a personal letter inviting them in to see 
the new patterns in rings and silverware. It should result 
in some nice diamond and wedding ring business. Adver- 
tising directed to those in the market is never wasted. 


“7. Mr. Display Man, you have heard, no doubt, of the 
Empress Eugenie and her influence upon hat styles this 
season. Do you know what effect this will have on our 
earring sales if the girls realize that the hats simply must 
have earrings? Look up some gold leaf period tables or 
foot stools. Use them as display stands against a black and 
gold background. You might even cover the entire rear 


(Turn to page 111) 
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ENGAGEMENT RING 


Survey shows only 50 
per cent of this business 
goes to retail jewelers 


“Nae 
fter all, getting engaged 
isn’t a business matter. I went and got the ring without 
telling the girl I am engaged to, and then gave it to her 
as a surprise. ‘There’s no romance in a gift that is picked 
out by the receiver,” said Mr. Jones. 
“Where did you get the ring?” 
“At a wholesale place my brother introduced me to; 
I saved a good deal of money that way.” 
Mr. Jones (of course the name is fictitious) was one of 
a number of men interviewed by a representative of THE 
JewE vers’ CircULAR, working in cooperation with an 
important jeweler in one of the large mid-western cities. 
This jeweler has noted with some dismay the growing 
tendency to purchase engagement and wedding rings out- 
side the usual retail chastnels, and was anxious to check 
up by a study of actual cases. An experienced interviewer 
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was employed by THE JEWELERS’ CIRCULAR to make a 
number of calls on recently engaged men to find out where 
they bought their rings and why each person went where 
he did. 

The interested jeweler furnished the interviewer with 
a list of men who had not bought their rings from him, 
although they were, in some instances, former customers 
of his. He felt that, with his splendid stock of high class 
engagement rings, his reputation for reliability and fair 
dealing and his long-established business that something 
was wrong when he didn’t sell any of those men their 
engagement rings. Of course he was getting-other busi- 
ness, but he believed that at least a part of the men on 
the list were his logical customers and he wanted to find 
out the real cause for their going elsewhere. 

In order to get a fair picture of conditions in all pos- 
sible customer classes, the interviewer saw a number of 
young men in the $3,000 to $10,000 income class—young 
men with good jobs, who bought good engagement rings, 
but not necessarily social leaders or budding financiers. 
He talked with the son of a former governor, of a railroad 
president and others. 

Each interview was opened by asking the man whether 
his fiancée helped him pick out the ring. The reporter 
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found that this question, designed originally to put the 
responders at their ease, uncovered a good deal of romance. 
We quote from his report: 
“In about a third of the cases the girl picked out the 


ring herself, sometimes the man didn’t even see it. In 
two or three instances they went together to buy it. But 
for the most part the romantic ideal of presenting the ring 
as a surprise, embodying the man’s own effort in selection 
and purchase, seemed still to be the most popular way. 

“This did not affect the source of purchase of the ring. 
Of the men who surprised their fiancées with rings, an 
even higher per cent than of the general run went to 
wholesalers. 

“In other words, this survey makes it appear that 
women are just as liable to go to wholesalers for their 
jewelry as are men, and vice-versa. Whether this would 
show up in a national research cannot be foretold.’ 

The big question, the next one, “Where did you buy 
the ring?” is really the heart of the whole investigation. 

“Nearly half of these men had gone to wholesalers, 
brokers, etc.,” says the report, “and not one of them was 
in the jewelry business or had any near relative in the 
jewelry business. It is interesting to note that these 
wholesale-retail buyers did not come from any one type 
or class of buyer. In fact, the railroad president’s son was 
one of these bargain hunters. 

In this result we have a situation revealed to us which 
should arrest the attention of every retail jeweler. A 
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Suspecting that many important sales of engage- 
ment rings were being diverted from retail jewelry 
stores, an outstanding jeweler in a mid-western ci 

asked us to investigate this condition. We di 

You’d be surprised at the results obtained and what 
a frightful proportion of this business the retail 
jewelers of this city are losing. The survey does 
not offer the answer to a serious situation, but it 
does present the evidence of an existing evil, effect- 
ing the sales and profits which properly belong to 
the retail jeweler. Is your community afflicted 

with a similar business evil? 








retail business which finds nearly 50 per cent of its 
possible customers going to wholesalers has a serious 
problem to solve. 

Why did they go to the wholesalers? Obviously be- 
cause they wanted to save money, although in a few 
cases we find that the wholesaler was considered a better 
judge of diamonds, and more reliable than any retailer 
available. Certainly there can be no other reason. Brush- 
ing up one’s wholesale contact, making arrangements, 
appointments, etc., is undoubtedly far more trouble than 
walking calmly into a retail store and selecting a ring 
from a well-chosen stock, assisted by a courteous and 
intelligent salesman. 

But that age-old desire for getting a bargain, for doing 
just a little better than the next fellow, still persists. 
And it begins to look as if it were persisting to the serious 
detriment of the retail merchant. 


Dia these bargain hunters save money ? 
We are assured by them, in many cases, that they got 
a “real wholesale price,” that through their friendly con- 
tact they were able to do much better than they would 
have done at a retailer. Yet we find on a close inspection 
of the reports that at least half of these wholesale buyers 
saved little or nothing, while the savings effected by the 
remainder are debatable. 
With the wide possible variation in mark-up it is per- 
(Turn to page 99) 
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Who Sells Engagement 
Rings? 


M4 YHE inroads made by the re- 
tailing wholesaler, the catalog 
houses and similar channels 

upon the legitimate retail jeweler’s 
business in. watches, silverware and 
some jewelry is a matter of common 
knowledge, but few appreciate the 
fact that this competition is extending 
largely to the sale of such articles as 
engagement rings, in which one would 
think that the retailer alone would be 
in a position to properly supply. 
Therefore, the survey recently made 
by THE JEWELERS’ CIRCULAR of the 
sale of engagement rings of a large 
middlewest city at the request of 
one of its leading jewelers, should 
open the eyes of our merchants to the 
extent to which they are losing busi- 
ness in this regard. If the results 
found in this city are a criterion of 
the conditions in other places, the 
jeweler must take steps immediately 
to protect this part of his trade if he 
is not to lose it entirely. 

The story of this investigation 
which is shown on pages 58, 59 and 
99, tells how a careful canvass of the 
purchasers of engagement rings 
showed conclusively that only 50 per 
cent of the engagement ring business 
went to the retail jewelers of the 
section investigated. Although in 
about one-third of the cases the girl 
picked out the ring himself and some- 
times the man did not even see it, the 
bulk of the business went to the 
wholesaler nevertheless. 

Though nearly half of the men in- 
terviewed had gone to the wholesal- 
ers or brokers for their rings, not one 
of these customers was in the jewelry 
business himself or had any near rela- 
tive in it. It was not a question of a 
“family affair.” It was a question 
of a custom that is spreading to the 
public. 

The interviews with these people 
show why they went to wholesalers 
and how little most of them saved on 
their purchase. The result of the 


survey embodied in the story should 
be read by every jeweler. The detailed 
report of the investigator is in the 
files of this office. 





Put Your Stock in Order 


Y NHE Christmas buying season 
is almost upon us but it is 
safe to say that the stocks of 

retail jewelers generally are not yet 
sufficiently complete to meet the de- 
mands of their customers should the 
Christmas gift buying actually com- 
mence. ‘This condition should be 
quickly remedied, because the gift 
buyers are apt to be more careful and 
discriminating this year than in the 
past and they will be apt to look first 
for new and up-to-date merchandise 
in regular lines or novelties and also 
unique pieces. 

The retail jeweler must quickly 
brighten his stock if he is even to 
hold his trade. He cannot hope to 
do business with only the same mer- 
chandise he has been carrying for a 
year or more past. ‘This does not 
mean he should buy heavily or indis- 
criminately. It does mean, however, 
that he should buy some new goods 
and exercise more care and discrimi- 
nation than ever before and take such 
means as he can to anticipate the 
wants of his customers. 


77 ~—s A report of the inquiry de- 
partment of THE JEWELERS’ 
CIRCULAR indicates that 
inquiries from _ progressive 
jewelers asking for manu- 
facturers of unusual, novel 
and up-to-date lines have 
been greater than ever des- 
pite the reduction in busi- 
ness. It indicates that the 
wideawake merchants are 
“dressing up” their stock to 
attract the buyer’s attention. 
There is no reason why every 
retailer cannot follow their 

.. example. j 
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When business comes, it is apt to 
come so quickly that the unprepared 
dealer will be out of luck and sales 
will go to those who have taken time 
by the forelock. 





Combine Thanksgiving 
and Armistice Day? 


HIS year, as usual, several 

subscribers have again brought 

up a question that has agitated 
the trade for many years and par- 
ticularly since the establishment of 
Armistice Day, namely, “Why can’t 
the two days be combined in one, by 
putting Thanksgiving Day forward 
to Nov. 11?” 

Jewelers, more than other mer- 
chants, are particularly interested in- 
asmuch as the Christmas business 
proper seldom starts with our trade 
before ‘Thanksgiving has passed, 
leaving but between three and four 
weeks for the jeweler to do nearly 
25 per cent of his business. The 
combination of Armistice Day and 
Thanksgiving Day might add two 
weeks more to his holiday selling 
season. 

The argument in favor of the com- 
bination of the two days has much 
merit and we believe it would result 
in universal benefit to business men, 
but all the talking ‘in the world will 
never produce a change. An American 
humorist many years ago lamented 
that “everybody complained about the 
weather but nobody ever did anything 
about it.” The same situation exists 
here. Until the merchants, through 
their organizations, start a real agita- 
tion for a change, the public will 
never hear of it and if it is to be 
made the fight will be one that is 
long, strong and perhaps costly. 

Unfortunately for those who want 
the change, the subject is only brought 
up as Thanksgiving approaches and 
is forgotten by the agitators as soon 
as the Christmas season is over. If 
this continues nothing will ever be 
done. 
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Destructive Advertising 


SERIES of diamond adver- 
A tisements being run in one of 
the national weeklies has 
evoked protests from retail jewelers in 
many sections of the country and from 
diamond importers and wholesalers 
as well. The advertising is destruc- 
tive in its character for, in the opin- 
ion of many of our leading merchants, 
it has a tendency to undermine the 
confidence of the public in the jeweler. 
The fact that many statements con- 
tained in the advertisements are true 
or partly true and that the people re- 
sponsible for the advertising are all 
reputable members of the jewelry in- 
dustry, does not diminish the bad 
effect of the advertising which cre- 
ates the impression that jewelers have 
heretofore been concealing important 
facts in regard to diamonds from the 
public and that many or most of the 
fine and beautiful stones that have 
been sold to the public in the past are 
practically worthless. By using a 
part of the truth, these ads create an 
impression in the mind of the con- 
sumer that is absolutely false. 

The tenor of the advertising is to 
emphasize the fact that 90 per cent of 
the diamonds mined are imperfect 
but this is used in such a way as to 
make the public believe that 90 per 
cent of the diamonds which have been 
sold and are being sold have decided 
flaws; that perfection in crystalliza- 
tion is the only element that creates 
value; that jewelers, as a class, are 
withholding this fact from the public 
and foisting imperfect and worthless 
stones upon their customers and, 
finally, that the only way the public 
can be assured of getting a really 
valuable stone is in buying a diamond 
sold under a certain trademarked 
name. 

It is true that 90 per cent of the 
diamonds mined are imperfect; in 
fact, the percentage is far greater. A 
large percentage of the diamonds 
mined never come into the jewelry 
trade at all but are used for mechan- 
ical purposes and for polishing gem 
stones. It is also true that a large 
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proportion of the. diamonds sold to 
the public contain slight flaws in 
crystallization. But there is no more 
reason for emphasizing the fact that 
this has not been advertised generally 
heretofore than there is to emphasize 
the fact no one has heretofore an- 
nounced that all gold jewelry sold is 
adulterated with some base metal. 
To insinuate that jewelers have been 
dishonest in their advertising and 
selling of diamonds is not only ridic- 
ulous but untrue and a libel upon the 
industry at large. 

To educate the public to the idea 
that only perfect diamonds are valu- 
able is misleading to say the least, if 
not dishonest. Every diamond expert 
will agree that there are three prime 
factors that govern the value of a 
diamond. These are: (1) Color, 
(2) Brilliancy (which includes cut- 
ting in its regard to proper propor- 
tion, polishing and positions of facets) 
and (3) Perfection of crystallization. 
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Most jewelers will put the qualities 
of a diamond in the above order 
though some cutters may put “bril- 
liancy” first and “color” second. But 
every true expert will put the “per- 
fection” as coming third in impor- 
tance. Diamonds of beautiful color, 
even if they contain minute flaws, are 
in many instances more valuable than 
stones of similar size that have not 
the proper color or the proper cutting 
even when the latter may be con- 
sidered “perfect” under the Trade 
Practice Rules accepted by the Fed- 
eral Trade Commission. 

These facts are or should be known 
to the people responsible for the ad- 
vertising complained of and why they 
have permitted the use of the copy 
already broadcast, which clearly mis- 
informs the public on these essential 
points, is beyond comprehension. 

The fact that hardly any two dia- 
monds are alike and that the elements 


(Turn to page 150) 





Velvets in daring combinations of red 
and black, ashes of roses and light 
summer greens, and smart lustrous 
satins, biased and banded in fur, tell of 
the newest backgrounds for jewels. 


With the hair dressed in a more 
feminine manner, the make-up tinged 
with geranium, and the flair for sharp 
oriental color contrasts, a greater lati- 
tude is allowed in the use of real jewels. 


Bracelets are still the important dec- 
oration for evening. Because the jeweled 
forearm adds importance to the wearer 
and gives a desired air of assurance, 
bracelets are decidedly in vogue. 


Necklace lengths are of individual 
selection arranged to suit the type of 
the wearer and each season certain 
lengths are popular. When the cape 
dress illustrated at the top of the oppo- 
site page is worn, the heaviest part of 
the jewel decoration should be at the 
center neck line, with a chain important 
enough to carry the weight of the dress 
shoulder line. The absence of other 
decoration is essential when the large 
stone center jewel necklace is worn. 


JEWELS FOR 


tly 
LE geek 








The illustration at the top of this 
page shows the use of flexible 
baguette eardrops ending in large 
pear-shaped pearls. A black and a 
white pearl are selected. The ring 
holds two pear-shaped emeralds 
separated by a long baguette dia- 
mond. Smaller triangular diamonds 
are also used at each end of the 
baguette. The necklace carries a 
carved emerald with oriental pearls 
and diamonds while the bracelet is 
set with an emerald and baguette 
and round diamonds. 





a 


The sketch at the right shows the 
use of a large baguette cut diamond 
in a necklace of bow knot design. 
The folds are paved with round dia- 
monds. The two bracelets are of 
the wide link type set with caba- 
chon emeralds, baguette and round 
diamonds. The clip contains em- 
eralds, fancy and round cut dia- 
monds and may be worn as a 
brooch. A youthful effect results. 
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The lower illustration on page 62 
shows a laced decoration for the gown, 
which has a tendency to create a youth- 
ful appearance. The simplicity and 
primness with which the jewelry is used 
expresses a girlish gesture and youthful 
ensemble. 


The sketch at the top of the opposite 
page illustrates the use of the long ear- 
ring to lengthen the features of a wide 
eyed individual. The influence of the 
long earring is not yet understood. 
Cheeks may be flattened and faces may 
be lengthened or rounded by the earring 
length which frames the face. 


In the illustration at the bottom of 
the opposite page the model selects a 
hair clip, a shoulder pin and necklace 
which have a related design. Then the 
unusual contrast of an entirely different 
spirit is indicated in the two bracelets 


The introducing of the unexpected in 
accessories and the departure from a 
desire to match a quiet ensemble is the 
ideal procedure for the smartest of 
matrons. 








EXOTIC EVENING WEAR 


By Madame Hamilton Jeffries 
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The rich selection of jewels shown above is 
grouped around the carved emerald necklace, 
with links set with round diamonds. The 
center emerald is surrounded by baguette and 
round diamonds. The flexible tapering drop 
completes the effect. The bracelets are wide 
and are set with sapphires in beaded motif. 
The ear drops are long and flexible, with 
baguette diamonds and emerald drops. 


The jewels worn by the model at the left in- 
clude a star sapphire and diamond set brooch 
and necklace. The sapphires are set in circles 
of round diamonds. In the necklace the con- 
necting links are of baguette diamonds. The 
bracelet also has a star sapphire in a similar 
arrangement of diamonds, with a three chain 


bead band of sapphires. 








MAXIMILIAN WEIL 


l; it is true that 
Napoleon always hankered for the life of a sailor and 
Hamilton cherished decided aspirations to the stage, I 
can well understand why and how; for I, entangled in 
watts and ohms and copper wire these many years, have 
always gazed ardently over the fence into another pas- 
ture—the merchandising side of business. 

Merchandising has a romance all its own. Here is a 
certain product; there are the people waiting for it. 
Problem—Find the shortest and most logical path between 
them. These simply stated conditions furnish the ro- 
mance, the excitement, the brilliant inspiration that is 
woven into all American industry. 

I shall now talk about Radio—and if you don’t think 
Radio has anything to do with what is supposed to be 
my present subject, just read on! 

Not so long ago, Radio, still in its infancy, reached the 
stage where a product was ready, the market was ready, 
and a great new industry was seeking distributory chan- 
nels. Sensible radio manufacturers were saying to them- 
selves and to each other, “The logical way to sell this 
new idea to the public is through the legitimate music 
trade.” 

But what did the legitimate music trade think about 
Radio? Not much! “Our job is to sell talking machines 
and records,” decleared the majority of these short-sighted 
merchants. “Radio is merely an experiment. It cannot 
succeed. Why should we jeopardize our customer friend- 
ships with unwelcome selling drives on a new and ques- 
tionable method of entertainment?” 

So they comforted one another; and indignation meet- 
ings were held; and radio was condemned for a change- 
ling that would never bring good to dealer or public; and 
in Association gatherings official resolutions were made, 
not in just a few towns but all over the country, that 
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Maximilian Weil is a member of the American 
Institute of Engineers, the Aeronautical Society of 
America and other scientific bodies. As mechanical 
and electrical engineer, he has been associated with 
the Bell Motor Corporation, the Westinghouse Elec- 
tric & Mfg. Co., S. Pearson & Son, Ltd., of London, 
England, and the New York Central Railroad. He 
has a wide range of experience in the electrical 
field. In spring motor design and operation, the 
United States Patent Office records show that his 
research in this subject commenced as long as ten 
years ago. 








the music merchants would remain music merchants, 
scorning to contaminate themselves by having aught to do 
with the leper, Radio. 

How unfortunate! I, as head of a company that has 
always been intimately bound up in the destinies of the 
musical industry, had a splendid opportunity to watch 
what was happening, satisfying, at the same time, my 
inveterate curiosity concerning merchandising in all 
shapes and guises. 

Radio had come to stay. When the manufacturers 
would not make the music merchants take on Radio, 
they found themselves other outlets. In no time at all, 
as it seems to me when I look back on the Radio retail- 
ing history of 1922 and 1923, the new baby had grown 
to a lusty young giant! Radio “shacks” sprung up every- 
where. Electrical dealers got “wise” and took Radio 
seriously. Hardware merchants began to cash in on this 
new means of making, at one time, a big-unit sale, a sweet 
profit, and new opportunities of getting customers back 
into their stores for tubes and for other merchandise that 
had no connection with radio. It is probable that not 
2 per cent of the radio retailing business in 1922 and 
1923 was done by bona fide music dealers. The rest of 
it, beautiful, clean-cut extra business that had camped 
on the music trade’s doorstep and had been rudely kicked 
off, went outside and was snapped up in a jiffy by mer- 
chants wro were more wide awake! 

Too late, those music people woke up. What did they 
find? The new industry was squarely on its feet, retail- 
ers not nearly so clearly entitled to the privilege had 
skimmed the cream—and the legitimate phonograph folks 
had to fight cruelly hard to regain even a small portion 
of their lost opportunity! 

I saw this happen, and I said to myself then and there, 
“History has been known to repeat. It is likely that 
some day I shall witness a repetition of these very cir- 
cumstances in another field. If so, I shall turn prophet, 
with the past as my text.” 

Well, it seems that I read the crystal globe accurately. 

Here we have another splendid new industry just 
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LIND TO PROFITS 


stretching itself and waking to vigorous life—KLEC- 
TRIC CLOCKS. 

Who are the most logical distributors of electric clocks 
in all this world? The retail jewelers! Why is this so? 
Because you jewelers have been selling time mechanisms 
since they first came into being. Because your customers 
never think of buying any kind of timepiece without 
thinking subconsciously of you. You and clocks are 
spliced together like ham and eggs. 

The electrical phase of the situation, about which you 
would be expected to know least, does not disturb the 
relationship at all—and this is a fact which you will do 
well to recognize immediately. Leading manufacturing 
companies in the electrical industry are taking care of 
the electrical side for you. Once the proper company, 
with the proper background, has been chosen, no jeweler 
need worry about cycles and wattage and such tech- 
nicalities. 

All you have to do is SELL ELECTRIC CLOCKS! 

How ideal is your set-up, how staggering your advan- 
tage! You have a professional standing comparable to 
that of physicians and dentists. You are known for 
quality merchandise. The term STERLING, stamped 
on your true silver, makes one think of a jewelery store 
as quickly as one thinks of a fine table set. The cards 
are stacked in your favor—positively! 

At the bottom of this page is shown a likeness of 
a very silly ostrich burying its head in the sand. 
I used the same illustration some years ago—to warn 
off the music trade from a policy that was beautifully 
picturized by this foolish ostrich. I wanted the idea 
presented to you in the same way in connection with 
Electric Clocks, feeling sure you would not take offense 
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but would digest carefully the warning which friend 
ostrich is meant to embody. 


Etectric Clocks are here 


to stay, and millions in electric clock profits will be made 
in the next few years. If these profits do not accrue to 
the jewelry trade, they will inevitably go to someone else. 
The wiser manufacturers, with better electric clocks, want 
you jewelers to share in their success, but they, like time 
and tide, cannot wait for any man or group of retailers. 

If you are willing to stand by while other trades, 
almost, I might say “bootleg” trades, usurp your just 
share of this tremendous new business and profit—then 
that is just what will most surely happen. I do not 
believe that you will permit this to happen. I do not 
believe that you will waste time passing resolutions when 
an eager snatch at immediate sales is the right move. 
I have expressed a complete confidence in the sound sense 
and merchandising instinct of the jewelry trade, in the 
manner in which the selling policy of other successful 
organization is set up. I hold that you retail jewelers 
are the sheet-anchor of any Electric Clock maker with 
an output really worthy of your profession. 

I charge you, in closing this informal article, to forget 
your small quarrels with the Electric Clocks as an in- 
stitution—to clear away the saplings so you can see the 
forest—to look joyfully at the wide, glorious prospect 
which the new Electric Clock industry presents to jewel- 
ers (as to no other trade)—and to do everything you 
can, collectively and individually, to prevent history from 
repeating itself and the ostrich from becoming appropriate 
in your case as it did in the historic case I have described 
to you. 








“Years ago,” says Mr. Weil, 
“I used the illustration of 
the silly ostrich burying its 
head in the sand to warn the 
music trade against a policy 
that is illustrated by the 
example of the foolish bird. 

“Il want to present the 
idea in a similar connection 
with electric clocks. Digest 
carefully the warning of 
friend ostrich.” 
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BUILD BIGGER SALES 
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Old Veteran again scores a bulls-eye with his 
advice on direct mail advertising for jewelers. He 
says, “A wedding invitation, mind you, is nothing but 
a form letter. Yet it loses none of its personal touch 
just because the recipient knows it was sent to 
a hundred other people. 

“Your direct mail is an equally personal invitation 
even though you do not fill in the name on the 
letter. The name on the envelope makes it ex- 
clusive.” 

This form of advertising is particularly adaptable 
for the neighborhood jeweler whose advertising 
budget is limited, and whose trade territory is small. 








Md 
Ive about reached 
the conclusion that the average small jeweler must—I 
said must—turn to direct mail to get decent returns on 
\ his advertising money.” 

The Old Veteran was scanning the newspaper with 
its page after page of huge black ads. “The competi- 
tion in business is mild compared to the competition in 
newspaper advertising today.” 

“Don’t be stupid, Old Vet,” answered Don Patty, the 
jeweler. “The newspapers are full of ads simply be- 
cause smart advertisers have found newspaper advertis- 
ing produces the best results at the least cost.” 

“Yes, but “i 

“And newspaper men have showed me how the cost 
inn, t of letters—direct mail—is prohibitive.” 

a at “They would!” the Old Veteran chaffed. 


/ | “Advertising by mail they call an ‘Advertising Cham- 
/ . | vited. ‘The person addressed opens it, sees it’s only an 











“Don’t you realize, Old Vet, the cheapest form letter 
costs at least 6 cents, and if the name is filled in it will 
run anywhere from 10 to 15 cents, counting my work. 

“Now, figure a minute. Six cents spent in a news- 
paper pays for a nice ten-inch ad to possibly 300 of its 
circulation. There will be at least 600 readers of those 
300 papers, so they claim, and out of that number a 
great many will read and act on that ad. 

“Whereas my 6-cent letter being addressed to only 
one person, can influence only one person, no more. It 
is sealed up tight so no one else can see it. 

“These 300 subscribers want the newspaper badly 
enough to pay for it, not only for the news, but also 
because they expect to find in it the ads—merchandise 
news—of all worthwhile retailers. A letter comes unin- 








pagne,’”’ Patty bantered. “A couple of pops, your money’s 
gone, and all you’ve got is a headache. Too rich for 
my blood! Newspaper advertising may be common beer, 
but you get more for your money. 
| ad and chucks it in the waste basket. Bing!” 
RO NN: § AemNCmN: ‘eames, “You're right, Don,” the Old Veteran agreed, “the 
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BY USING THE M 


By 
MURRAY C. FRENCH 


letter goes in the waste basket—but so does the news- 
paper. So they’re even on that score. Furthermore, let's 
estimate the average newspaper reader spends fifteen 
minutes on the whole paper. Your ten-inch ad in only 
one three hundredth part of an eighteen-page paper. 
Now figure that out! 

“When you are waiting on a customer in the store it’s 
hard to concentrate his attention when a lot of noise is 
going on. It’s equally hard for your little ad to pin his 
interest down when he is reading a newspaper. 

“Who advertises in the newspaper? The big guys, 
that’s the answer. Getting down to fractions again, less 
than one per cent of the stores in any community use 
up more than half the newspaper advertising space. 
Taken as a whole, one big store uses about the same 
space as ninety-nine little stores. 

“Newspapers are the battleground of the big fellows. 
Their very size kills the little 2 x 4’s. If you sent out 
a salesman would you want him to tackle a prospect 
along with a crowd of a hundred other louder-lunged 
salesmen? Or would you want him to talk to that 
prospect alone, if only in a whisper? That’s what a 
letter does. 

“The big store ads are getting bigger every year. Yet 
the results from that advertising are diminishing every 
year. You cannot fight with them on their grounds but 
you can shoot a letter right through their battle lines and 
hit your prospect in his soft spot. 


dd 
Wen a person gets your letter, 
you dominate his attention. You pull his thoughts away 
from those big stores with their super-space appeal. 

“He knows it is a form letter, of course he does. But 
he also knows you don’t send letters like that to every- 
body. He is complimented to feel you selected him to 
go on your list. He muses, ‘Well, this fellow Patty 
seems to think my patronage is sufficiently valuable to 
spend good money to get it. That’s the kind of mer- 
chant I like to patronize.’ 

“A wedding invitation, mind you, is nothing but a 
form letter. Yet it loses none of its personal touch just 
because the recipient knows it was sent to a hundred 
other people. 

“Your direct mail is an equally personal invitation even 
though you do not fill in the name on the letter. The 
name on the envelope makes it exclusive, 

“Then, too, a letter insures a certain privacy of an- 
nouncement. Your competitors find out what you're do- 
ing—after it’s done. 

“You might say the newspaper uses a shotgun, firing 

(Turn to page 89) 
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A $1.76 DAILY RADIO PRO 











LEON S. DAVIS 


Ras exactly $1.76 a day, 
Darrow-Davis, Inc., Jeweler, Binghamton, N. Y., brings 
the message of correct time to radio listeners in their 
trading area of 100,000 population, also telling in one 
minute a brief story about their merchandise. This goes 
to prove that jewelers of moderate size are not excluded 
from effective radio advertising. 

A unique feature of this store is its location. For the 
past 14 years, since its establishment, the concern has 
been on the third floor of an office building. To counter- 
act this limitation in sales promotion, an intensive adver- 
tising policy was adopted from the start and has been 
consistently maintained. Mailing pieces are sent to the 
prospect and customer list four times a year and no op- 
portunity is lost to keep the firm’s name prominent. 

Last September Mr. Darrow and Mr. Davis decided 
to try the radio and the wisdom of their experiment has 
been proved beyond the shadow of a doubt. 

“We obtained more results from the radio than any 
other form of advertising,” said Tracy E. Darrow, presi- 
dent of the firm. “Binghamton has a population of 
76,000 people, and the message we offer reaches all of 
the neighboring communities also. 
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In this article read of the experience of Darrow- 
Davis, Inc., Binghamton, N. Y., and how they 
broadcast a merchandising message to a trading 
area of 100,000 population at the small cost of 
$1.76 a day. Details of the types of program 
having the greatest appeal are outlined so that 
other jewelers may adopt similar promotion 
methods. 








“As to a definite reaction, just before Christmas of last 
year we announced that we would hold a sale of clocks. 
The copy was as follows: 

“ “The appointments in the modern home call for more 
than one clock. ‘There is the mahogany mantle clock 
for living room or library, the lacquered banjo clock for 
hall or bedroom and the white or blue enamel wall clock 
for the kitchen. You will find a large assortment of 
these timepieces at Darrow-Davis, Inc., third floor of 
the Press building, and for a Christmas gift, nothing 
could be more useful and lasting. And remember that 
the prices on these clocks are special for this week only.’ 

“As a result of that announcement we sold more. clocks 
than at any other Christmas. 


We time announcement is given 
twice a day, at noon and at 7 p.m., six days a week. After 
this comes the minute’s announcement. Leon S. Davis, 
vice-president of the concern, who prepares the copy for 
these advertisements, makes a point of presenting his mes- 
sage in an unusual manner. Here is one of his silver ads: 


“Meet Miss , a gay young member of 
a fine sterling family. Beginning today she will be 
permanently located at Darrow-Davis, Inc., Third 
Floor Press building. 

“No, she is not a girl, but a beautiful modern de- 
sign in sterling silver flatware. Extra heavy, aston- 
ishingly low in price and an open stock pattern. 
Listen to this: Six sterling teaspoons at five dollars. 
All other pieces are accordingly low in price.” 


Another of Mr. Davis’ ingenious announcements re- 
sulted in a number of inquiries. It stated that a useful 
gift was awaiting each radio friend of the store who would 
call to receive it. Quite a number of prospective buyers 
were contacted in this way, and to each of the callers, a 
polishing cloth for silver was presented. 

In addition to the radio advertising done by Darrow- 
Davis alone, Mr. Davis prepares a five minute continuity 
which is used every Friday in a 15 minute program pre- 
sented cooperatively by five local jewelers. Names and 
addresses of the five jewelers are given before and after 
the continuity is presented. Mr. Davis writes his story 
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GRAM Proves 


The third floor of an office building as a loca- 
tion is not a handicap in the development of a 
successful jewelry business as proved by Tracy 
E. Darrow and Leon S. Davis of Darrow-Davis, 
Inc. Advanced merchandising principles, backed 
by a program of progressive advertising may not 
cause the public to beat a path to your door, but 
in this instance it persuaded customers to take 
elevators to.the third floor to buy jewelry. 

















on some subject taken from the wealth of lore connected 
with the jewelry industry. 

Other methods of promotion are equally capitalized on 
by these enterprising jewelers. Mr. Darrow tells us of 
a yearly event in Binghamton which nets their store ex- 
treme customer interest among other things of value. 


dd 
Every year the “Binghamton Press”, 

a local newspaper, offers free of charge to the community 
a model course in cooking, which is held in the high school 
auditorium. It lasts for one week and the nightly sessions 
are each attended by at least 1200 women. The ‘cooking 
school’ is conducted by a noted culinary authority who is 
brought to Binghamton every year by the newspaper. 

“Throughout the week, there is on display at the audi- 
torium a complete silver service table which I set person- 
ally. The setting is changed every day so that interest 
is maintained during the whole week. It is announced 
that at the close of the school the set of sterling, com- 
prizing 52 pieces, will be sold to the highest bidder. In 
this way a set of sterling is highly publicized and finally 
sold, and the list of bidders, of which there were 250 last 
year, provides a live mailing list of people genuinely in- 
terested in silverware. ‘Thank-You’ letters are sent to 
all bidders.” 

To cite other examples of short, snappy advertising used 
by the concern here is an example of copy used to pro- 
mote Mother’s Day gift buying. 


“Sunday, May tenth is Mother’s Day. An im- 
portant occasion. Brighten it with a gift of en- 
during loveliness. Silver for instance. Nothing 
would be more joyously received and you will find 
at Darrow-Davis, Inc., Jewelers, Third Floor, Press 
Building, many other lovely gifts just the kind that 
mother herself would choose.” 


In urging the public to have old jewelry refashioned to 
modern style trend the copy used on one occasion was 
as follows: 


“Of course, you have considered that old yellow 
gold ring or pin made over in the modern style. 
Darrow-Davis, Inc., make a specialty of this class 
of work. Just take your old jewelry to them and 
they will submit to you, designs and price without 
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SUCCESSFUL 











TRACY E. DARROW 


obligations. And you will be amazed by their beauty 
and low cost.” 


4d 
"Th trend of times 


is entirely different today,” said Mr. Darrow, “I do not 
think the individual personality of the merchant counts as 
much today as it used to. Years ago people would trade at 
our store, buying everything in the line of jewelry that was 
needed. Even though they might have gotten some of the 
things for a little less somewhere else, still they came to us 
because they knew us, because they were familiar with our 
standards of doing business and had confidence in us. 
But nowadays people shop—they look for price only. 

“Our business is based on the principle of giving peo- 
ple what they want. And I believe in decisiveness. When 
a customer comes in with a watch which he bought from 
you, and says that there is something wrong with it, and 
you look at it and can see at once that he is responsible 
for the damage, don’t hem and haw, but either refuse to 
fix it free of charge or take the responsibility of the dam- 
age and repair the watch as a service of your store. 

These are just some of the ways in which these two 
alert merchants have built up a thriving business. 
























November selling 
o pportuni- 
ties start today. Ar- 
range your schedule 
now. The Topaz is 
the birthstone of the 
month. Be _ ready 
with an _ attractive 
window display fea- 
turing this stone. Ad- 
vertise TOPAZ 
JEWELRY. 
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Election Day. 
Work this idea 


into your window 
display by using a 
ballot box with bal- 
lots and neatly 
framed pictures of 
candidates as a back- 
ground for selected 
pieces of fine dia- 
mond set JEWELRY. 


Thanksgiving Season 








Offers 
AT Ee = 


= a 
meer 








Rearrange your 

window display 
of TOPAZ JEWEL- 
RY and add chrys- 
anthemums, the flow- 
er of the month, and 
fall foliage. The 
Topaz is adaptable 
for all jewelry. Fea- 
ture style appeal in 
advertising and in a 
special letter. 





Start the week by 

calling a confer- 
ence of employees. 
Be ready with a sales 
building suggestion 
for each one. The 
time for sitting 
around has passed. 
Intensive merchan- 
dising is needed. Find 


new customers. 


1 Be ready with 

an Armistice 
Day window display 
for tomorrow. Plan 
to use relics of World 
War, poppies, flags 
and other symbols as 
a background for a 
display featuring 
strap and bracelet 


WRIST WATCHES. 

















] Are you get- 

ting the ELEC. 
TRIC CLOCK busi- 
ness in your locality? 
Try an old clock con- 
test to create more 
public interest. Win- 
dow showing oldest 
clocks brought in and 
latest electric models 
will attract customer 
attention. 





1 Do not lose 

sight of the 
sales opportunities 
offered by stocking 
WATCH ATTACH- 
MENTS. An attrac- 
tive display near the 
repair bench and 
some extra effort will 
produce results. 
Show watches with 
new attachments. 


1 A midweek 

display of 
COSTUME JEWEL- 
RY today. Include 
Topaz set articles in 
this showing. Feature 
style appeal in adver- 
tising copy and in a 
special letter to pros- 


pects. Offer special 
prices on_ selected 
pieces. 


1 Keep up inter- 

est in your 
Christmas early buy- 
ing club. Offer to 
hold articles on a 
small _ preliminary 
payment and suggest 
gifts for young and 
old. Feature fine 
PERFUMES in ad- 
vertising and window 
displays. 


y Start a week- 

end sales drive 
for Thanksgiving 
Day table needs. Call 
attention to prevail- 
ing low prices on 
STERLING and SIL- 
VER PLATED 
WARE. Set a 
Thanksgiving _ table 
in your store. Include 
fine glassware. 





2 A special dis- 
play in your 
Thanksgiving Day 
window today. Show 
the latest MESH 
BAGS and LEATH- 
ER GOODS against 
an attractive and ap- 
propriate back 
ground. Prepare your 
advertising copy with 
unusual care. 











Christmas ad- 
vertising campaign 
today. Your best 
selling season is just 
ahead. Feature 
MEN’S JEWELRY 
in window showings 
and urge early pur- 
chases while your 
stock offers the wid- 
est range of selection. 


2 Begin your 





2 Increase t he 
month’s busi- 
ness with a week-end 
sale. Feature fine 
STATIONERY, 
DESK SETS and 
BOOK ENDS. Build 
interest in early 
Christmas purchases 
through your small 
advance payment 
plan on articles. 
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Begin featuring 
5 silverware for the 
Thanksgiving Dinner 
table. Here is a real 
sales opportunity 
which should be im- 
proved. A window 
showing some fine 
STERLING. 
WARE patterns will 
attract buyer atten- 
tion. 


Rearrange this 

sterlingware 
window display, 
showing different 
patterns and be sure 
to urge buying for 
Thanksgiving Day 
use in your advertis- 
ing copy. Stress 
pride of ownership 
and lasting value of 


SILVERWARE. 


A week-end spe- 

cial sale today 
will help clear out 
some of your slow 
moving stock. Fea- 
ture this event in 
your advertising and 
send out a special 
letter to your com- 
plete mailing list 
stressing special bar- 
gain offerings. 








window 
display for today. 
Use a suitable back- 
ground suggesting 
the season as a set- 
ting for a display of 
GIFTS FOR THE 
HOME. Show book 
ends, carving sets, 
card trays and art 
metal wares. 


1 Prepare a har- 
vest 


1 Show use of 
the merchan- 
dise in store and win- 
dow displays when 
possible. Offer spe- 
cial prices on CHINA 
and GLASSWARE 
for the Thanksgiving 
table today. Flowers 
in vases and fruit 
with china or glass 
plates add interest. 





























1 Keep —— 
giving Day ta- 
ble equipment needs 
in the public mind. 
Feature SILVER 
PLATED WARE to- 
day. A sales building 
advertisement, with 
price appeal, and an 
attractive window dis- 
play will increase cus- 
tomer demand. 














2 Invite inspec- 
tion of your 
Thanksgiving table 
in today’s newspaper 
advertising message 
and by direct mail. 
Show table articles 
for the Thanksgiving 
feast in window dis- 
plays. Use a neat 
placard to call atten- 
tion to the display. 








2 Start the week 
determined to 
speed up sales for 
Thanksgiving Day 
needs. Display and 
advertise odd pieces 
of SILVERWARE, 
CHINA and GLASS- 
WARE. Hold a spe- 
cial hour to hour 
reduction sale on slow 
moving articles. 





2 Are you call- 

ing the atten- 
tion of young folk to 
your store and show- 
ing merchandise of 
interest to them. Try 
a special table dis- 
play today. Feature 
FOUNTAIN PENS, 
gold and silver PEN- 
CILS and costume 


jewelry. 











3 () Call your sales 
force together 
today for a _ confer- 
ence to develop plans 
for increasing Christ- 
mas sales. Ask for 
suggestions and be 
ready with business 
building ideas. Ad- 
vertise your WATCH 
and JEWELRY RE- 
PAIR SERVICE. 





HE Christmas selling season is here. | Plan 
now to improve every opportunity to de 


velop more business. 


Prepare newspaper adver- 


tising copy and booklets and get your stock 
ready for the inspection of Xmas shoppers. Be 
ready with the latest and most attractive offer- 
ings and determine to make a sales record for 
your store during the holiday period. Make a 
special effort to increase customer traffic by re~ 
flecting the Christmas spirit in your store and 


advertising appeal. 
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IM TELLING YOU-_ 
FACT OUTRUNS FICTION 


IRON JEWELRY WAS WORN AND 
TREASURED IN PRUSSIA OVER A 
CENTURY AGO. AT THAT TIME) 
PRUSSIA, CRUSHED BY NAPOLEON, 
WAS IN DIRE NEED OF MONEY AND 
THE PRUSSIAN WOMEN GAVE UP 
ALL THEIR JEWELS AND ORNA - 
MENTS TO HELP THE GOVERN— 
MENT. IN RETURN THEY WERE 
GIVEN REPLICAS OF THE JEWELRY 
MADE OUT oF IRON. 










































Z A BASS NOTE FROM A MARINE BAND. 


f, 

(WY conaep A. SMITH,GRAPE GROWER OF CUCA- 

( MONGA, CAL., WILL PROBABLY BUY A NEW STRAP 
FOR HIS WATCH INSTEAD OF ANEW WATCH, AND 

ALL BECAUSE OF A THOUGHTFUL BASS. WHILE 

FISHING OFF OCEANSIDE, IN THE PACIFIC, HE LOST 

HIS WATCH. LATER, A FRIEND, IN CLEANING 

A LARGE BASS CAUGHT THAT DAY, FOUND 

THE WATCH IN THE STOMACH OF THE FISH. 


BASE BASS / 
— Suggested by 


MILTON FEINBERG, 
BARR'S, PHXLADELPHIA. 
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SOMETHING ELSE THAT 
STARTED WITH THE APPLE. 


A COSTLY THRESHOLD. 


A FOUR POUND PIECE OF WHITE 
TOPAZ (BIRTHSTONE FOR NOVEMBER) 
NOw IN THE BRITISH MUSEUM ONCE 
SOLD FOR THE SUM OF THREE 
SHILLINGS. THE SALE WAS MADE BY 
A LONDON MARINE STORE DEALER 
AND THE STONE WAS USED AS A 
DOORSTEP FOR SOMETIME UNTIL 
ITS VALUE WAS DISCOVERED. 


AN ABORIGINAL MESH BAG, 
DESIGNED BY THE ZULUS OF 
AFRICA WAS MADE ENTIRELY OF 
APPLE PIPS STRUNG TOGETHER 
WITH FINE TAREAD, IT IS A 


MARVEL OF NATIVE WORKMAN- 
SHIP, CONSISTING OF OVER 
2000 PIPS 
Suggested by —— 
CHARLES Mc CRODEN 
LAKE CITY , MICH. 




















Do You Know of any Unusual 
Facts of Interest about 
Jewels and Jewelry 


JF So, SEND THEM To 


a he JEWELERS’ CIRCULAR 


















CHEMICAL _ 3 
+ TREATMENT eX 


* 


—— ae 
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ASHES TO ASHES — SILVER To SILVER, 
DISCARDED FILM OF ALL KINDS YIELDS SILVER UPON BEING TREATED CHEMICALLY, FROM THE WORNOUT 
FILMS 1S EXTRACTED A CERTAIN PERCENTAGE OF THIS METAL USED IN THE MANUFACTURE OF THE SENSITIWE 
MATERIAL. THE FILM INDUSTRY IS ONE OF THE FEW VSING SILVER FOR (TS CHEMICAL PROPERTIES AND IN 
CONSUMPTION OF THE METAL IS SECOND ONLY TO THE SILVERSMITHING (INDUSTRY. 
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The Gem—ZIRCON 


% 


By E. P. YOUNGMAN 
of the Rare Metals and Non-Metals Division of the Bureau of Mines 


The first instalment of this report appeared 


(Nore. 
in the September issue.) 


CuTTING 


I. general, the 
colorless stones are cut as brilliants and the colored 
ones with brilliant-cut fronts and step-cut backs. Ven- 
able says that the zircon is cut in the rose and table 
forms also. The zircon (the only rival of the diamond 
in this respect) has the properties that govern the bril- 
liant form of cutting—that is, large color dispersion, 
high refraction, and lack of any intrinsic color. Because 
of its hardness, the stone is cut with diamond powder or 
with emery. 


45% of diameter 
~ _ 














Figure 1.—Shape and angular relations 
of the zircon brilliant 


As it had been noted that zircons varied in their color 
play and resemblance to the diamond, an investigation 
was made a few years ago to determine what angles the 
lapidary should give to the zircon brilliant to get the most 
out of it. The result of the calculations was as follows: 

“The back angle (the angle between the plane of the 
girdle and the back slope of the stone) should be not quite 
40 degrees (39°-46’). The top angle should be about 43 
degrees. This leaves the angle at the culet just about 100 
degrees (100°-28’). The accompanying cut (fig. 1) shows 
the shape and the angular relations drawn to scale. The 
top should be 1/3-+ of the thickness, leaving 2/3— back 
of the girdle. The table will then be nearly 45 per cent 
of the spread. 

“... This cutting does not save as much of the 
“white” light as a deeper shape would do, but it more 
than compensates for that by the increased color play that 
it brings about. . . . 

“The white zircon has about 86 per cent as great a 
dispersion as the diamond, and with a refractive index 
that is very high, although not up to that of the diamond, 
it is capable when cut as above indicated of giving a fine 


* Reprinted from U. S. Bureau of Mines Information Circular 6465.” 
Wade, Frank B., JEWELERS’ Circutar, Sept, 13, 1926 


THE JEWELERS’ CIRCULAR 
for November, 1931 


73 


effect, especially if the lapidary will do his work as well 
as he knows how. The surfaces should be made as flat as 
possible, and the edges of the facets should be sharp. The 
symmetry should be perfect, and the top facets should be 
exactly opposite the corresponding bottom ones. With 
careful polish, adamantine luster will be had; so the 
zircon brilliant will have that cold, almost metallic luster 
that one expects in the diamond. 

“Tf the girdle is left dull, a still closer resemblance to 
the usual diamond cutting will result. Such a zircon bril- 
liant as has been designed above will make a very fine 
appearance and, if sold for just what it is, will be an 
entirely worthy gem. With the strong double refraction 
of the zircon, twice as many spectra are sent out as would 
be emitted by a diamond of the same cutting; and whereas 
none of the spectra are as vivid as those of the diamond, 
still a very good color play may be obtained. . . . 

“Colored zircons, of course, should be cut with a view 
to getting the finest color, while at the same time a fair 
degree of brilliancy must be obtained. Light-colored stones 
should be cut rather thicker and very dense ones rather 
thinner than the above-described ideal. 

“A dealer in Washington (D. C.) reported that his 
stones were cut in Amsterdam. A New York gem mer- 
chant said that his zircons were cut mostly in Siam and 
in Germany, although some were cut in France. Another 
large gem importer and dealer of New York City re- 
ported as follows: 

“We do a good deal of cutting ourselves in our own 
shop, but most of the zircons we import are first cut in 
Siam, crudely or otherwise; so that our operation is more 
in the nature of recutting than cutting from the rough, 
although as needed we do both.” 


Fie common commercial names 
of the zircon are “Starlite,” a name given to the blue 
zircon (from Siam) by Kunz and announced at a meet- 
ing of the New York Mineralogical Society on March 
16, 1927,? and “white zircon,” or “Matura diamond,” 
names applied to the colorless stones, whether natural or 
artificial, from Ceylon. Zircons found in the Kimberley 
pipes are termed by the miners “Dutch Boart.” Accord- 
ing to Kraus and Holden,® “hyacinth” and “jacinth” are 
the technical terms applied to the clear, transparent, yel- 
low, orange, red and brown varieties; “jargon” (jargoon) 
includes most of the other colors; “Matura diamond” is 
the name given to zircon from Ceylon, whether naturally 
colorless or made so by firing the brown stone. Blue 
and green zircons seem to have no special designation 
other than the new name of “Starlite.” 

Intaglii of zircons, more or less common among an- 
cient gems, were referred to by Agricola and Interpe as 





? Kunz, George Frederick, Precious Stones; Zircon; Min. Ind., 1926, 
vol. 35, McGraw-Hill Book Co. (Inc.), 1927, p. 587. 
3 Kraus, and Holden, Gems and Gem Materials, pp. 140-141. 
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“jacinth.” The Book of Revelation also mentions them. 
Jacinth was to be the eleventh foundation of the Heav- 
enly Jerusalem (Revelation xxi, 20). It was named in 
the Book of Exodus, likewise, as a stone in the breast- 
plate of judgment (Exodus xxviii, 19). It is to be 
understood, of course, that the exact equivalent in modern 
mineralogy of the Biblical names of gems is not certain, 
the rendering of the majority of the translators of the 
Bible being accepted. 

The origin of the terminology used with respect to the 
gem zircon (jargon, or jargoon, hyacinth, jacinth) is ex- 
plained by Smith as follows :* 

“The name of the species is ancient and comes from 
the Arabic ‘zarqun,’ vermilion, or the Persian ‘zargun,’ 
gold-colored. From the same source, in all probability, 
is derived the word ‘jargoon’ through the French ‘jargon’ 
and the Italian ‘giacone.’ ‘Hyacinth’ is transliterated 
from the Greek ‘huakinthos,’ itself adapted from an old 
Italian word. .. . The last word has seen some changes of 
meaning. In Pliny’s time yellow zircons were indiscrim- 
inately classified with other yellow stones as chrysolite. 
His hyacinth was used for the sapphire of the present 
day but was subsequently applied to any transparent 
corundum. Upon the introduction of the terms ‘sapphire’ 
and ‘ruby,’ for the blue and red corundum, hyacinth be- 
came restricted to the other varieties, of which the yellow 
was the commonest. In the darkness of thé Middle Ages 
it was loosely employed for all yellow stonés emanating 
from India and was finally, with increasing “discernment 
in the character of gem stones, assigned to the yellow 
zircon, since it was the commonest yellow stone from 
India.” 


MystTICAL OR SUPERNATURAL ATTRIBUTES 


te the United States 


National Museum at Washington we are indebted for 
a summary of the mystical properties of the gem zircon. 
Ancient man endowed gems with talismanic, cura- 
tive, and supernatural characteristics. The Jewish ca- 
balists believed that stones when engraved with an 
anagram of the name of God had a mystical power over, 
and a prophetical relation to, the 12 angels. Jacinth was 
associated with the angel Zuriel. These stones had 
reference, also, to the Twelve Tribes of Israel, the 12 
parts of the human body, the 12 hierarchies, and so on. 
The Twelve Apostles were represented symbolically by 
precious stones, the hyacinth referring to St. Simeon. The 
superstitions that were connected with the 12 stones have 
persisted in different forms from the time of the Magi 
to the present time, as evidenced by the wearing of birth- 


stones. The hyacinth is an alternative stone for January 


and February. According to Merrill :5 

“Jacinth procured sleep, riches, honor and wisdom. It 
was a preservative against pestilence and foes. (Leonar- 
dus, Speculum Lapidum. 1502.) 

“Cardanus, in De Lapidibus preciosis, says that he was 
in the habit of carrying a jacinth about him for the pur- 
pose of inducing sleep, which, he says, ‘it did seem some- 
what to confer, but not much.’ 

“Nicols, quoting Cardanus, says that jacinth procured 
sleep, cheered the heart, drove away plagues, brought 
protection from thunder, and increased wisdom and honor 


‘ Smith, G. F. Herbert, Gem Stones, p. 229. 

5 Merrill, George P., Handbook and Descriptive Catalogues of the 
Collections of Gems and Precious Stones in the United States National 
Museum; U. S. Nat’l. Mus. Bull. 18, 1922, pp. 166 and 177. 
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when worn on the finger or about the neck as an amulet. 
(Arcula Gemmea. 1653.) 

“Zircon was supposed to bring riches, honor and wis- 
dom ; it was a charm against plague and evil spirits; and 
it afforded its wearer protection against thunderbolts. 


(Europe During the Middle Ages.) 


SUBSTITUTES AND THEIR DETECTION 


‘i increasing demand 
for the blue zircon resulted in the introduction into 
trade of a sky-blue synthetic stone. Doctor Foshag, 
mineral curator of the U. S. National Museum, says 
that a common substitute is spinel, which is easily 
colored blue, and which sells at retail for 50 cents 
a carat, whereas the price of the zircon ranges from 
$1 to $15 (or even more), a carat for unset stones. 
An easy means of detecting the fraud is given by 
THE JEWELERS’ CiRCULAR.® 

“Hold the synthetic stone in bright sunlight and allow 
the colored reflections to fall on an opaque white card. 
The card should, of course, be held in the direction of 
the sun but so as not to shade the stone. The true zircon 
gives double images, pairs of colored spots that move as 
pairs when the stone is slowly moved. The synthetic sub- 
stitutes give single colored spots that move about inde- 
pendently of each other as the stone is moved. . . . Lack- 
ing sunshine, one can see the doubling of the sharp lines 
on the back of the stone by using a double loupe in the 
case of the true zircon.” 

Of course, the specific gravity of zircon (the highest 
of all gem stones), its moderate hardness (7.5), its ex- 
ceptional double refraction, and its luster are all dis- 
tinguishing features, at least for the experts or the deal- 
ers in gems. Its hardness, between that of quartz and 
diamond, distinguishes it from any other gem that may 
resemble it in other respects. Spinel, the only known 
substitute, has a hardness (8) above the zircon. With 
the exception of the diamond and possibly sphene (which 
because of its softness is seldom used in jewelry), the 
zircon has the highest index of refraction among gems; 
the diamond has an index of 2-417; sphene, 1-901-1-985; 
and zircon, 1:927-1-980. The luster (adamantine) dis- 
tinguishes zircon from most other stones, the diamond 
and demantoid (the green garnet called by jewelers 
‘olivine’) being the only other stones having an adaman- 
tine luster, the remainder having vitreous luster. 

The substitution of the zircon, although not as per- 
tinent to the subject as is the selling of inferior synthetic 
stones under the tag of “zircons,” is of interest in connec- 
tion with fraudulent practices in the gem trade. 

The white zircon, when properly cut, more nearly 
resembles the diamond than does any other natural stone, 
and reports have been made that well-cut white zircons 
have been palmed off for diamonds, usually having been 
left as security for loans and never called for. Being 
generally clear, having a good deal fire, taking a keen 
polish, showing a pronounced adamantine luster, zircons 
may deceive even an expert, especially if they are ex- 
amined under artificial light. The inferiority in hard- 
ness of the zircon to the diamond (7.5 to 10) affords, 
of course, the simplest means of distinguishing between 
the two stones. 





®An article by Frank B. Wade. 
(To be continued ) . 
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Jewelry Distribution by Retail Jewelers 


Statistics of Instalment Selling Shown in Survey Conducted by Department of Commerce 


at Solicitation of and with Cooperation of A.N.R.J.A. 


In the September issue THE JEWELERS’ CIRCULAR 
published a comprehensive summary of the important 
results of the Department of Commerce Survey of the 
retail jewelry business. In the following article striking 
facts are offered, bringing out additional data of interest 
supplied by the Survey: the results as to operating prac- 
tices and performance in relation to instalment selling. 

Of the 1259 replies to questionnaires which were used 
in the Survey, 872 stores gave definite figures as to the 
amount of instalment business done, if any. Of these 
stores, 242 reported instalment sales ranging from 1 to 
100 per cent of their total sales. The 630 stores listed 
as doing no instalment business include stores reporting 
cash, open and charge account sales exclusively. 


Distribution of Instalment Stores 


Table 28 shows the distribution of the 872 stores 
according to the amount of instalment business done, 
classified in size groups from less than $2,500 annual 
sales to $1,000,000 or more. By a study of the table 
it will be seen that of all these stores, by far the greatest 
number are in the size group of from $10,000 to $24,- 
999. This group has 259 stores, constituting 29.7 per 
cent of all the stores. Of this number, 210 do no instal- 
ment business. These 210 stores are 81.1 per cent of 
the stores in that sales group and 24.1 per cent of all 
the stores reporting. Of the 49 stores in this sales group 
doing instalment business, it will be seen that 32 make 
from 1 to 24.9 per cent of their sales on the instalment 
basis; six stores do from 25 to 49.9 per cent of their 
business in instalment sales; eight stores do from 50 
to 74.9 per cent instalment business, and three stores 
have from 75 to 100 per cent of their business in instal- 
ment sales. 


Terms 


Table 29 shows the instalment terms of the stores 
which provided adequate data for this analysis. The Sur- 


vey states that a comparison of these terms with those 
reported by the retail-credit survey of the Department 
of Commerce, No. 41, indicates a distinct “tightening-up” 
of instalment terms between 1927 and 1929. 


Turnover 


A comparison of the turnover of stores doing instal- 
ment business with that of stores doing no instalment 





TaBLE 29.—INSTALLMENT TERMS OF JEWELRY STORES 














Number Per Cent 
Item of Stores of Stores Reporting 
Down payment: 
IO PO CONES é ccucteeecevsodawss 20 14.6 
10 per cent or more........... 2 | a 
ED POP COME s cc ccccesascccccees 1 0.7 
Ger Gia kndeieed wdnccsnas 51 37.2 
SEU OM ke edicedccvencians 33 24.1 
3314 per cent or more......... 30 21.9 
Total stores reporting....... 137 100.0 
Number of payments: 
Rie WN Osc ivcc cs theccwass 107 72.8 
Grenctnneeenugeadccdeweseaas 7 4.8 
Oe kbaeddauesd condaceqeceueds 4 2.7 
w tasdsuervarescduecucsanaaues 1 0.7 
OP odeeedsadacsngnnusasacaaes 13 8.8 
Da cucedsdcndudavauedcdanaaes 7 4.8 
DN ccccebeusesdauacduaweavaes 2 1.4 
Oe OF CNN < iis Catered ctcccus 2 1.4 
SP benckeen eedbdccceredan vce + 2.7 
Total stores reporting........ 147 100.0 
Length of contract: 
Cae @ MMII ooo cbc cccaccce 80 33.8 
6 to 9 47 19.8 
10 to 11 54 22.8 
12 to 14 50 21.1 
15 to 17 1 0.4 
18 to 23 3 1.3 
Se ON ae MG Kee cedeaccace 1 0.4 
30 months and over........... 1 0.4 
Total stores reporting........ 237 100.0 





business is found in Table 39. That the median rate 
of turn increases gradually with the increase in the per- 
centage of instalment business done is an interesting fact 
revealed by the Survey. 





TABLE 28.—DISTRIBUTION OF STORES 


BY PROPORTION OF INSTALLMENT BUSINESS 














Stores Stores Doing Installment Business ~ 
Doing no 
Installment From From From From 
Business Total 1 to 24.9 Per Cent 25to 49.9 Per Cent 50 to 74.9 Per Cent 75 to 100 Per Cent 
~~ a ¢ a 
~~ a O we w@ w we Se ww we Oo we ™ —_ OS we < ow < 

— ° OS Oe os Ose os Cn Of os Once OS Ow OF SSGH 08 

=, # ¢ HORS & #6 G5 § ES ESEE & ES ESEE + ES EE EE. + ES EEEE 

3) v oe =— 9 = = =_ 
23 08 2 020% 2 Sa O% 2 Oe OF08E. 2 Op OFO98 2 Se OG S58 2 Se 5K SEB 
Eu *S 8 cH E o E o . ae E Pa o Se & o $s & o $e 
Net Sales 32 $2 5 $3 $5 3 Sa ts 5 8a SS e228 5 Ge SS 52S 5S SG SS F422 5 te tases 
nan Z Aanme Zan at ZanataEn 2 anadcec&n Zan at wkn 2 anatase 
Less than $2,500........... 20 23 9 S336 22 1 5.0 0.1 ea ia or aa ie res wai we 3 58. @8 @é~ x en P 4 
$2,500 to $4,999............ 41 4.7 37 90.3 4.2 4 9.7 0.5 3 223 @3 ia 1 2.4: G1 04 .. Ps ae “e “a =e a wie 
$5,000 8 eee 93 10.6 79 84.9 9.0 1415.1 16 1212.9 1.4 5.0 1 1.1 0.1 0.4 are * oe Y ae << . wa 
$10:000 to $24,999.......... 259 29.7 210 81.1 24.1 49 18.9 5.6 32 12.3 3.7 13.2 6 22a G27 45 $ 33 @€8 32 3 12 63 12 
$25,000 to $49,999.......... 183 21.0 127 69.4 14.6 56 30.6 6.4 29 15.8 3.3 12.0 12 66 1.4 5.0 4 22 05 1.7 11 60 1.3 4.6 
$50,000 to $99,999.......... 144 16.5 83 5S7.7 9.5 64443 76 18125 21 74 3 76 13 46 4 &3S 14 56 ie 22 23 
$100,000 to $249,999........ 80 9.2 45 563 5.2 35 43.8 4.0 8 10.0 0.9 3.3 } ie G3 GA 10 12.5 1.2 4.1 1620.0 1.8 6.6 
$250,000 to $499,999........ 27 3.1 11 40.8 1.3 1659.2 1.8 § 18.5 0.6 2.1 2 7.4 0.2 0.8 4 $48 @2 @S 7 25.9 0.8 2.9 
$500,000 to $999,999........ 19 2.2 13 68.4 1.5 6 31.6 0.7 210.5 0.2 0.8 3 5.8 Gi GA << a aa aa 3 15.8 0.3 1.2 
$1,000,000 or more.........- 6 0.7 GiGee Ge se ask eer ee Se hae ae ean eee Pr ’ 
ME vans eee crererees 272 100.0 630 72.3 72.3 242 27.7 27.7 109 12.5 12.5 45.0 35 4.0 4.0 14.5 38 4.4 4.4 15.7 60 68 6.8 24.8 


NoTe.—Minor discrepancies in the figures in this table are due to roundtng to one decimal place. 
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TaBLE 39.—RELATION BETWEEN TURNOVER AND INSTALLMENT BUSINESS 





Annual Turns 
P Sees 
ounh PR beet 
] t uartile ; uartile 
nines Stores Range Point Median Point 
Gs ceees 36 0.3- 3.5 0.7 1.0 1.4 
Nhe we “ epKeee co Se 0.2-26.1 0.6 0.8 1.2 
Less than 25 per cent 36 0.2- 1.7 0.6 0.9 1.2 
25 to 49 per cent.... 12 0.4- 3.1 0.7 0.9 1.8 
50 to 74 per cent.... i3 0.8- 2.1 1.0 1.3 1.9 
75 to 100 per cent... 21 0.6- 3.3 1.1 1.4 1.9 
MRD 6 pe veiw snes 276 0.2-26.1 0.7 0.9 1.3 








TaBLE 46.—RELATION BETWEEN Gross MARGIN AND INSTALLMENT 


BuSINESS 
Average 
Gross Margin, 
Installment Business Stores Per Cent 
ROMER, docevnsnseseceviccaxntes 41 42.7 
— Ne ere eee ee Te 156 41.4 
Wikee thant 25 POF CONE. occ ccecccvocscs 36 40.0 
ee ere rere ee 14 47.5 
BO) to 74 DEF CONE. cc cceccvccccerecees 11 44.0 
DE TOG OE COMIN: bi trccccoesececess 23 55.0 
0 EERE Rare eres eee Pr eee 75. * 42.9 





Gross Margin 


The relationship of gross margin to the amount of in- 
stalment business done is shown in Table 46. A difter- 
ence of almost 15 per cent is reported between stores 
doing no instalment business and the class of stores doing 
from 75 to 100 per cent of their business on the instal- 
ment basis, the increase being from 41.1 per cent for 
the former to 55 per cent for the latter. 


Credit Loss 


In Table 50 credit losses are tabulated according to 
the amount of instalment business done. The rise in the 
amount of credit loss is consistent with the rise in the 
percentage of instalment business. As is indicated in the 
Survey, the proportion of instalment business done by 
those stores listed in this table which did not indicate 





TaBLE 50.—RELATION BETWEEN CrFDIT Loss AND INSTALLMENT BUSINESS 
Credit Loss, Per Cent of Net Sales 
oe 





= 
First Third 

Installment Quartile Quartile 

Business Stores Point Median Point Average 
Not specified......... 158 0.23 0.62 1.55 0.99 
: eee 404 0.00 0.37 0.95 0.51 
Less than 25 per cent. 77 0.24 0.48 1.18 0.85 
25 to 49 per cent..... 22 0.63 1.13 1.46 0.89 
50 to 74 per cent..... 30 1.19 2.33 4.54 2.85 
75 to 100 per cent... 51 2.95 4.38 7.86 5.58 

ME Gee Sac eee 742 13 0.61 1.46 1.43 





Tare 55.--RELATION BETWEEN ADVERTISING EXPENDITURES AND 
INSTALLMENT BUSINESS 








Advertising 
Expenditures 
Installment = Per Cent of 
Business Stores Net Sales Amount Net Sales 
Not specified........... 273 ~=$15,178,500 $515,930 3.4 
i elke Ree ‘ 601 41,674,800 1,211,400 2.9 
Less than 25 per cent... 104 6,952,900 276,790 4.0 
5 to 49 per cent..... 35 2,580,800 84,820 Ee 
50 to 74 per cent....... 37 3,141,100 184,770 5.9 
75 to 100 per cent. .... 57 8,798,800 817,780 9.3 
OME bonus 3 aleve 1,107 $78,326,900 $3,091,490 3.9 





the amount of instalment sales is in all likelihood about 
the same as for the whole group. As proof of this, the 
fact is cited that the median credit loss for stores not 
specifying the per cent of instalment sales, if any, is 
Practically the same as the median credit loss for the 
whole group of stores used in this classification—0.62 as 
compared with 0.61. 
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Advertising Expenditures 


Table 55 shows the amount of advertising expendi- 
tures according to the percentage of instalment business 
done. It will be seen that the two groups doing the 
largest per cent of instalment business spend much more 
for advertising than the stores in the other classifications. 
Figures for the stores giving no specification concerning 
instalment business show that the per cent of net sales 
which their advertising appropriation represent is slightly 
below the percentage for the whole group. The percent- 
age for stores doing no instalment business is lowest of 
all—1 per cent less than the average for all of the stores. 





Large Share of Income from Repairs 


In a recent article on the jewelry trade in the Editor 
&¥ Publisher, based on the statistics of the Department 
of Commerce’s survey, A. A. Snyder stresses the impor- 
tance of repair work to the retail jeweler, saying: 

“The importance of repairs can be appreciated when 
we realize that, although only 2.8 per cent of the total 
inventory value of materials for repairs and engraving 
is reported, 12.6 per cent of the average jewelry store’s 
business is obtained through this service measure. Ob- 
viously this is an important factor since these retail out- 
lets do not have to undertake responsibilities of mer- 
chandise investments to obtain a substantial sales income 
equal to about one-eighth of their entire volume. 

“The complete scope of jewelry store repairs and ser- 
vice is of paramount importance to the community at 
large since in many cases it represents a store service 
which is not generally offered by many firms. Conse- 
quently, jewelers should build up this part of their busi- 
ness through more intensive efforts. There is every reason 
to believe that such a course is especially timely now 
since sales in luxury lines of jewelry will suffer setbacks 
because of the tightening of the consumer’s purse. There 
may not be many people now receptive to the idea of 
buying diamonds, but consider the potential business in 
watch and clock repairs, modernizing jewelry settings, 
matching and stringing pearls and beads, affixing new 
clasps, engraving, lapidary work and the encrusting of 
semi-precious stones, fountain pen repairs and adjust- 
ments in optical goods. The utility value of many items 
carried by jewelers makes repairs especially important, 
and this feature of the jewelry business should be pub- 
licized to the fullest.” 

On the question of locations of jewelry stores, he says: 
“We find that 85 per cent of the reporting stores are 
located in a central shopping district, 5 per cent in a 
suburban shopping zone, while 10 per cent carry on in a 
neighborhood location. The factor of physical location, 
therefore, is analagous to that of the downtown depart- 
ment and specialty stores of our cities. This is borne out 
by the fact that almost 88 per cent of the retail jewelers 
are doing business on the main street of their cities, while 
only 12 per cent are to be found on side streets. Further- 
more, almost 97 per cent of them have their establish- 
ments in downstairs locations. 

“The similarity between the physical operations of 
retail jewelers throughout the country and the general 
variety stores is marked, and there should be no reason 
why jewelers should not take inspiration from successful 
neighbors. . . .” 

















80 THE JEWELERS’ CIRCULAR 


ESTABLISHED 1860 





EICHBERG & CO. 


Cutters and Importers of 


DIAMONDS 


511 FIFTH AWENUE 
NEW YORK 


CUTTING PLANT 
155-157 Summit Street 


NEWARK, N. J. 


AMSTERDAM OFFICES ANTWERP OFFICES 
47 Sarphatistraat 90 Rue du Pelican 





November, 1931 

















ATTENTION-WINNING WINDOWS 


Jewels for formal after- 
noon and evening wear are 
aptly shown in this display 
arranged in the window of 
Bernard Harris G&G _ Sons, 
jewelers at 14 W. 47th St., 
New York. The effect of a 
card table is shown, with 
playing cards arranged in 
three corners, the suggested 
jewels for the occasion at- 
tractively displayed on 
daintily gloved hands. This 
is a novel display and one 
that has served to attract a 
great deal of interest on the 
part of the passersby. 





This window display by Marcus & 
Co., Fifth Ave., New York, jewelers, 
is effective in its association of 
jewels with perfume, at the same 
time introducing the latest fad in 
brooches. The card which appears to 
the left in the illustration carries the 
following explanation: “At Last— 
Concealed in the backs of these 
jeweled flower brooches, are tiny 
absorbent pads which will retain for 
24 hours, a single application of one’s 
favorite perfume.” This display was 
arranged by W. Bayard Okie, Jr. 
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The appeal of the ‘“Winnie-the- 
Pooh” stories by A. A. Milne has in 
this window display of B. & L. D. 
Gutowitz, Hempstead, N. Y., jewel- 
ers, been adapted to selling baby sets 
of plated silverware. A characterful 
arrangement of the famous ‘‘Poohs”’ 
serves to attract the attention of 
children while the colored embroi- 
dered bibs which are given with each 
set make an added selling point. Cut- 
outs of the characters in the stories 
are shown on the right. 
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By 
POLLY PETTIT 





How may jewelry, silverware 


and leather goods, etc., be appropriately displayed together 
in a “Gift Idea” window ?—A. L. 


Answer.—This may be done through harmony in color 
notes and by balanced distribution of the color notes. For 
example: (a) Select five or six pieces of leather goods 
in blue and green leathers; (b) select 10 or 12 pieces of 
jewelry—lapis, chalcedony, jade, green onyx, etc.; (c) 
select enameled clocks, playing cards, or any other ap- 
propriate merchandise in the above colors; (d) select six 
or eight pieces of silver in varying sizes—an entree 
dish, gravy bowl, jelly jar, vase, fruit bowl, candlesticks, 
salt and pepper shakers. 

With these articles selected for the display, arrange the 
small objects in the center front of the window using a 
mirror, velvet or blocks as bases, showing due regard 
for variety in their elevations. Add leather goods to the 
extreme right and left with pieces of silver intervening 
and a note of silver repeated to the extreme right and 
left. 


WORTHWHILE WINDOWS 


AND HOW TO PLAN THEM 








November Suggestions 


The November window should reflect the spirit 
of the football season in sporting jewelry, novelties, 
etc. Weddings should be accented early in the 
month. By the 15th (or earlier) the Thanksgiving 
note should be sounded with all the splendor at- 
tendant upon the great day. The complete service, 
from the turkey to the pie, should be shown. A 
silver centerpiece resplendent with fruit and dried 
wheat gives the impression of plenty and abundance. 
Do not fail to use a print depicting an early Thanks- 
giving of the Pilgrim Fathers if one is available. 

The following quotations may be useful in your 
“Silver for Thanksgiving” windows: 


“From the lowly peasant to the lord 
The turkey smokes on every board.” 
Gay’s Fables 


“What moistens the lips and what brightens 
the eye, 
What calls back the past like the rich 


pumpkin pie?” 
Whittier 








A hand lettered card should appear in the window with 
the gift suggestion plainly emphasized. 

In this way you will achieve an interesting window, 
rhythmic in arrangement, pleasing in its color combination 
and full of gift ideas. 
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MIKIMOTO PEARLS 


GENUINE PEARLS CULTIVATED 








These Facts Will Interest You 


Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because they 
are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 














Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


K. MIKIMOTO 


535 FIFTH AVE., NEW YORK, N. Y. 
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The manufacturing jewelry trade lost one of its most 


prominent members Oct. 4 in the death of Josh W. Mayer, —_— 
president and founder of the firm of Powers & Mayer,  =———— A ® 


Inc., manufacturers of fine diamond jewelry at 58 W. 
40th St., New York. Mr. Mayer passed away as a re- 
sult of an attack of pneumonia at the Sydenham Hospital. A ) 

A native of New York city, Mr. Mayer was educated 
in the public schools of the metropolis and started his ) C 
business career when about 14 years old. Early in life, 
he entered the jewelry trade and was employed by several 
concerns, the last of which, Falkenau, Oppenheimer & 
Co., he left in 1893 to start in business for himself. 

It was then he founded the firm of Powers & Mayer 
which from the beginning made a specialty of fine jewel- 
ry and immediately scored a noteworthy success, the firm 
developing until it was one of the leading manufacturers 
of the industry, and obtained a patronage among the finest 
jewelers of the country. For many years, Mr. Mayer 
made it a point to take his designers to Europe and on 
their return in the fall, held an exhibition which became 
an annual event that was looked forward to by the finer 


trade. 


an 





Owing to ill health his partner, Mr. Powers, retired 
a number of years ago and Mr. Mayer took over the busi- 
ness, which he later incorporated, becoming its president, 
a position which he retained until his death. In addi- 
tion to fine platinum and diamond jewelry manufactur- 
ing of the original concern, Mr. Mayer, after white 
gold had been developed, entered the gold jewelry busi- 
ness on a large scale, forming the Powers & Mayer Mfg. 
Co. about 1906, with a factory in Providence, R. I. This 
concern, which became one of the largest manufacturers 
of white gold jewelry in the country, was later liquidated 
and the deceased then confined his entire efforts to the 
development of his platinum jewelry business. 


Though a man of forceful character and dynamic 
personality and always interested in the welfare of the 
industry, Mr. Mayer was averse to holding office in any 
of its organizations, though his leadership was recog- 
nized and his advice sought often in the development of 
trade movements. Outside of his business, his principal 
hobby was in his work as an amateur magician, in which 
field he had gained a reputation for his ability and ex- 
pertness. Deeply interested in charity, he gave his ser- 
vices as a magician for many causes, particularly for such 
organizations as the Veterans Hospital, the Salvation 
Army and the Henry Street Settlement. In fact, his 
performances for these and other organizations and in- 
stitutions raised large sums for these and other institutions 
and received great publicity. 





























Mr. Mayer was married about 34 years ago to Miss 








Flora Eichberg, daughter of Samuel Eichberg, one of the Star Sapphires 

pioneer importers of watches and diamonds in this country. . bial % DP; 

She and two sons, William G. and Guy E. Mayer, sur- Cuff Links, Ladies ner 7 Rings 

vive as well as a sister, Mrs. Bertha May and a brother, ) and Unmounted Stones C 


Milton Mayer, an attorney. 
Jewelty Crafts Association, the Secety of Ameian SEROME RICHHEIMER 


Magicians, the National Republican Club and other 20 West 47th St.. New York Ci 
bodies. Funeral services were held Oct. 6 at the West a ii 


End Funeral Chapel, 200 W. 91st St., New York. 
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Whitelaw Bros. 
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CGCEMS 


Diamonds 
recious Stones 
Emeralds Catseyes 
Rubies Star Rubies 























AS West 48th St. 
New York 


Phone BRyant 9-0123 

















Sapphires Star Sapphires 

Chinese Jade Black Opals 

Aquamarines _ and other 
Precieus Stones 


AMERICAN GEM & PEARL CO. 


SIX WEST FORTY-EIGHTH STREET 
NEW YORK 














Officers of Indiana Association Meet 


INDIANAPOLIS, Oct. 10.—An enthusiastic meeting of 
the officers and executive committee of the Indiana Retail 
Jewelers Association was held at the Hotel Severin, in 
this city, Oct. 5. 

The president, Gerry Mohlman, Lafayette, presided, 
and matters pertaining to association activities were dis- 
cussed at length. 

President Mohlman gave a report of the A.N.R.J.A. 
convention at Detroit which he attended as a represen- 
tative of the Indiana association. He placed before the 
meeting the matter of whether or not the Indiana retailers 
would support the National Association in the fight on 
the retailing-wholesaler. ‘The officers present all agreed 
that the matter was worthy of the support of each 
retailer. 

A series of meetings of jewelers in different sections of 
Indiana will probably be held soon and efforts made to 
add new members to the growing number of jewelers 
who feel the need of the help the association gives. These 
meetings will probably be in the nature of get-together 
affairs with a dinner. Plans for the next State conven- 
tion were discussed, and the date was set for Feb. 22 and 
23, 1932, at the Hotel Severin. 

Those in attendance were: President, Gerry Mohlman 
and vice-president H. Elmer Lodde, both of Lafayette ; 
Secretary Earl F. McConnell, Oakland City; Warren 
H. Miller, Princeton; Leo A. Simon, Vincennes; Carl 
Rost, Columbus; A. S. Rowe, Indianapolis. 





Individuality in Men’s Jewelry 


Individuality should be expressed in the colors of the 
scarfs that men wear, Heyward Broun recently told a 
broadcast audience. Perhaps the fact that he is a painter 
as well as writer suggested the idea to him. At any 
rate there is no doubt that individuality may be expressed 
in what people wear. 

In commenting on the broadcast A. M. Friedman, 
New York diamond setter, suggests that there is a de- 
plorable lack of this individuality in the present day seléc- 
tion of men’s jewelry. He recalls that some years ago it 
was expected that the bank president or other high execu- 
tive in the commercial world would wear a fine pearl 
stick pin in his cravat, a distinctive stone seal ring, and.a 
fine watch. The sportsman wore unique cuff links, an 
important diamond gypsy ring and either a whole pearl 
horse-shoe scarf pin or sometimes a hunting dog’s head 
carved in fine crystal. Some men went to the extreme 
of having their business callings carried out in jewelry 
designs. The late “Diamond Jim” Brady was a notable 
example. 

Mr. Friedman does not argue against the present 
vogue for more comfortable clothing for men, but he 
believes that greater encouragement should be given to 
the wearing of more men’s jewelry through advertising 
and window displays. 





Cover Design Jewelry 


The jewelry illustrated on the front cover of this issue 
of THe Jewe ers’ Circuar was sketched from pieces 
furnished by Oscar Heyman & Bros., manufacturing 
jewelers at 58 W. 40th St., New York. 
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A BRIDE DECIDES— 


and the JEWELER 
~ —provides 


CAN YOU SATISFY 
HER—always? 
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and Engagement Rings 


MAKERS OF JEWELRY SINCE 1907 


62 W. 47" STREET 
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Build Bigger Sales by Using the Mails 
(From page 67) 


into the crowd, hoping to hit somebody, anybody. Direct 
mail uses a rifle aimed at one person, known to be a 
likely prospect. 

“So if you are planning a general letter to a mixed 
list of mames in the directory or telephone book on the 
Oh-let’s-try-pages-17-to-42-this-time method—don’t do it. 
The newspaper does that very thing at much less cost. 

“Direct mail is a failure unless it has direction—unless 
it gets the right message to the right person at the right 
time. By that I mean the Jist is the most essential thing, 
more important than the printing, the stationery or even 
the message itself. One thousand letters to just the right 
list will outsell five thousand sent hit or miss—and at 
one-fifth the cost.” 

“To just the right list, you say!” Patty blurted out. 
“Agreed! But where on earth do you find such a list?” 


‘The Old Veteran smiled. ‘You don’t find it, Don, 
you build it. There’s no other way. Your very best 
mailing list is walking in and out your doors every day, 
your own customers. They are the basic foundation of 
your list. 

“They are your kind. They know you. You don’t 
have to introduce yourself and cultivate their confidence. 
Repeated tests prove a list of present customers will 
respond as much as five to one over any other list.” 


“Of course they will!” Patty retorted. “They are my 
customers. They always come here, anyway, mail or 
no mail. They belong to me!” 


The Old Veteran shook his finger significantly. “If 
I thought you mean that, Don Patty, I would say you 
hadn’t been keeping your eyes open. This year, as never 
before, people are shopping, experimenting, wondering, 
looking. Their circumstances are changed. If their old 
stores do not fit in with these new circumstances, they 
promptly seek stores that do. 


“Your customers are your competitors’ prospects. Let 
no man think he owns his trade, that he need not keep 
in touch with them. What would you think of a farmer 
who spent all his time at the laborious task of breaking 
in new ground, neglecting to work the land already under 
cultivation? 


“Even a hen has sense enough to go back for worms 
where she found worms yesterday. And she keeps scratch- 
ing that spot till it’s de-wormed. 


“The booby prize for advertising goes to the jeweler 
who began a mailing campaign to a list of names, then 
whenever one made a purchase he threw that card away. 
You say your customers come here anyway, and I say 
there is not a single person on your whole list who has 
not in the past year bought in some other store some- 
thing that you could have furnished. Not one! 


“Customers, even casual ones, appreciate personal rec- 
ognition. How many times you have heard this entirely 
just complaint, ‘I’ve traded at So and So’s off and on 
for the last ten years, and as far as I can tell they don’t 
know I exist.’ Don, it’s the height of foolishness to spend 
direct-mail money on new trade till you have worked 
your old trade thoroughly. 


“Then it’s time to think about enlarging your list be- 
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WHAT | DON'T 
KNOW ABOUT 
INSURANCE 


by 


PERCY K. LOUD 
Secretary- Treasurer 
Wright, Kay G Co. jewelers 
Cetrort, Machegan 


PERCY K. LOUD 


IS 
ANSWERABLE 
IN THE OPERATION 
OF 





Operating 
“THE INSURANCE AUDIT-SURVEY PLAN” 


Without incurring 
obligation or cost of 
any kind, jewelers 
are invited to submit 
their insurance prob- 
lems for an analysis. 


This correspondence 
will be treated with 
strictest confidence, 
and the inquiries 
will have feasibly 
prompt attention. 


+ A 


“It's the greatest 
step forward in in- 
surance in 20 years.” 


EDWARD J. GRIESEDIECK 


GENERAL MANAGER 
ST. LOUIS 


»)) 





124 North Fourth Insurance Corner 
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TOKIO PEARLS 


GENUINE PEARLS CULTURED 


The exceptional merit and exquisite beauty of 
these pearls grown in living oysters, have won the 
enthusiastic appreciation of leading jewelers 
throughout the country. 


TOKIO Pearls add prestige and are profit build- 
ing merchandise. 





We carry a most complete stock of TOKIO Pearls. 
The best obtainable qualities—at competitive prices. 


A FULL LINE OF 
GENUINE ZIRCONS 
STAR SAPPHIRES 
ORIENTAL SAPPHIRES 
RUBIES — EMERALDS 


A hi tf hte 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 West 46th Street New York City 


Antwerp: 26 Rue des Fortifications 
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Daniel Leker 


MANUFACTURING JEWELER 
FORMERLY 
C. V. DOUGHERTY CO., INC. 


7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 




















Squint: Its Causes, Pathology 


and Treatment 
By Claud Worth, F.R.C.S. 


Sixth edition of a work in which the distinguished 
Ophthalmologist treats the nature and causes of various 
kinds of squint, with advice on investigation of cases, 
fusion training and allied topics. The viewpoint is 
medical and surgical, but there is much to interest the 
studious Optometrist. 


Price, $3.50 





Chicago Rep.—C. T. Ahlborn, 159 N. State St. 
BRANCH OFFICES: 
Kobe, Bangkok, Bombay, Colombo, Singapore, Hong Kong, Shanghai 


The Optical Journal and Review 
239 W. 39th St. New York 
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GEM-STONES 


By G. F. HERBERT SMITH 





An Interesting, Authoritative Book 


Comprising 40 chapters and many 
diagrams, plates and tables by an out- 
standing authority. Over 300 pages. 


Here is a comprehensive book on GEM-STONES both 
for the Jeweler and the Connoisseur, written by an As- 
sistant Secretary of the British Museum, giving not only 
the characteristics of the various stones, but their histories 
and technologies. 














including one or 
more chapters, cover: 


The present fourth edition is completely up-to-date. It 
furnishes the jeweler and his clerks with a background 
and appreciation of the various commercial stones that will 
make their contacts with customers more effective. 

Price $3.00. Orders promptly filled by 


THE CHARACTERS OF GEM-STONES 
THE TECHNOLOGY OF GEM-STONES 
PRECIOUS STONES 
SEMI-PRECIOUS STONES 
ORNAMENTAL STONES 
ORGANIC PRODUCTS 
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yond your present customers. How? Any jeweler who 
knows his stock can mentally classify the possible buyers 
for each item in his stock. 


“If he knows his community he can pretty definitely 
divide it into buying classes. A person’s address is quite 
a reliable indicator of how he lives, what he buys, how 
much he can spend, what is his station in life and what 
are his tastes and trading habits. 


“No jewelry store draws from all sections and all 
classes alike. Direct mail, properly handled, is highly 
selective. It removes from advertising the greatest cause 
of high cost, the futile appeal to waste circulation.” 


“Everything you say is true, Old Vet,” Patty broke in, 
“provided the letter ever reaches the customer. With me 
the high cost of wrong addresses has been a nightmare. 


“They tell me that in the larger cities 25 per cent of 
the population move or die every year. Figured out, that 
means if a list was 100 per cent correct five years ago 
it is only 24 per cent correct now. That’s what I call a 
listless mailing list.” 


The Old Veteran nodded. “Yet there are ways of 
keeping your wrong addresses under 5 per cent,” he said. 
“First, get acquainted with your postmaster. He knows 
more than you ever suspected about lists, mailings, and 
getting the most out of a postage stamp. He strives to 
please his patrons just as you do. 


“Did you know the Post Office will check your list 
against its records for 65 cents an hour? They don’t 
like wrong addresses, either. 


“Furthermore, someone in your store must keep a con- 
tinual check on the list, someone who doesn’t consider it 
beneath his dignity. Every ‘nixie-—undelivered mail— 
must be checked, and if the correct address cannot be 
found the card should be taken out of the file. 


“Consequently, the more mailings you send out the 
more nearly correct your list will be. And remember if 
you spell the name wrong or use incorrect initials it 
creates good-will in the reverse. If S. R. Berke keeps 
getting letters addressed to F. R. Burk it always makes 
him hot. 


“Then, too, if your mailing list is in good shape you 
and your help can, during slack hours, get out some very 
effective hand written personal letters.” 


Patty objected to that. “A letter certainly won’t ac- 
complish as much as a phone call to a personal customer. 
And a phone call costs nothing.” 


“Nothing? The Old Veteran raised an eyebrow. 
“Many smart advertisers feel the phone is overworked 
nowadays. The phone demands that a customer answer it 
immediately no matter how inconvenient it may be. Out 
of politeness she has to listen to your story even if the 
cake burns or the bathtub runs over. 


“On the other hand, she reads your letter at her con- 
venience, so she is likely to be in a more receptive mood. 
The phone is no longer a novelty and is often cursed as 
a nuisance. It should be used only when your message 
is sufficiently personal and important to warrant it. But 
a letter is always welcome. Opening one is always a 


thrill. 


“You call direct mail ‘advertising champagne? You’re 
right! It’s expensive, but oh how powerful!” 
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STAR SAPPHIRES 


Gems of Fascination 





The Gift to Her Fiancé 


The bestowal of a gift upon her betrothed by the 
fiancée is a charming custom that breathes the 
romantic spirit of the engagement period. The 
Star Sapphire Ring is suggested as being a par- 
ticularly suitable gift for this occasion. 


An extensive line of Star Sapphire rings for 
men and women, also cuff links and dress sets. 


LOUIS N. MARX 


551 FIFTH AVE. NEW YORK 
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SOMETHING MORE THAN 
silver 


O the retail jeweler, the name Gorham 

means “Something more than silver.” Al- 
though Gorham is the largest sterling silver 
manufactory in the world, it also plays a prom- 
inent part in activities beneficial to every retail 
jeweler. Gorham’s policy of price maintenance 
and Gorham’s sales policy of selling only to 
the retail jeweler—are concrete examples of 
“something more than silver.” “Gorham” 
means service — integrity — quality — leader- 
ship — more even today than in 1831, a cen- 
tury ago. 





In 1931 — year when many 


manufacturers are curtailing every 
expense, even to sacrificing necessary 
sales aids, Gorham again proves right 
to the claim of leadership by present- 
ing a new 229 page hollowware cat- 
alogue, the finest in Gorham history. 
The ultimate success or failure of this 
book to produce business depends on 
you. In a drawer it will never secure 
sales—use it in every possible way— 
make it an indispensable sales aid. 


Two other Gorham features of 1931 
are Hunt Club and Shamrock V. silver selling. Both patterns are backed by sound mer- 


—two flatware patterns that are daily building sales for chandising ideas and tremendous advertising campaigns. 


jewelers all over the country. Why? Because they are Gorham salesmen are now offering a plan for Christ- 
extraordinary patterns—once again examples of “Some- mas business, prepared from an intimate study of present 
thing more than silver.” The Hunt Club “Buffet” chest— _ retail conditions. We know you will approve this new 
the Shamrock V. “Duo-purpose” case are innovations in plan—once again—“Something more than silver.” 


THE GORHAM COMPANY 
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THANKSGIVIN 





es aa F , seit | 
| ae The festive occasion of Thanksgiving 
: brings renewed opportunity to the retail jeweler to 
P dramatize the use of fine silverware. The table shown 
< above set by Mrs. Polly Pettit of Black, Starr & Frost- 
* Gorham, Inc., 48th St. and Fifth Ave., New York, on 
: the spacious second floor of their establishment, is a beau- 
: tiful example of how the Thanksgiving spirit may be ex- 
: pressed in terms of the jewelers’ wares. 
The silver used in this setting~is patterned after the 
: styles of that famous Bourbon, Louis XIV, and is ex- 
’ pressive of the splendor and plenty usually associated 
with the holiday of gratitude. 
fruit by the way, gives a touch-of reality and warmth 
to the setting while the autumn leaves, in all their glory 
of rich reds and yellows, form exquisite garnishings for 
the cloth of pale yellow linen. 

Tremendous interest is being developed around the 
home with dinner parties demanding replenishment of 
silver or additional pieces to complete the perfect table 
setting. Use your silverware department to intrigue the 
attention of home-makers who purchase only when the 
new buying urge is stimulated through the eye. 

Set a table in your store, or arrange for a perfect table 

- setting demonstration through your various local women’s 
. clubs. If your window is sufficiently large set a portion 
of a table service; if small, arrange the complete single 


THE JEWELERS’ CIRCULAR 
for November, 1931 


The bowl of fruit, real. 


National Holiday Brings Opportunities for Silver Sellifig Service 


G TABLE SETTINGS 
~ ATTRACT. INTEREST IN SI 


93 














LVER 








Effective tables, with a well developed silverware 
displays, arouse a desire for the pieces shown and 
emphasize the importance of beauty in table deco- 
ration when silverware is employed. Home dinner 
parties are again prominent among Fall and Winter 
social activities and should create an increased 
demand for silverware. 








service set-up. If your local furniture store displays a 
dining room suite in their window, cooperate with them 
by furnishing the silver service, and request a card identi- 
fying your store as having furnished the table setting. 
The most effective display of silver service is to show 
the use of the merchandise. 

Perhaps of the greatest significance was the willingness 
which neighboring merchants showed in supplying the 
needed complementary merchandise for the setting. The 
spread came from B. Altman (a Gribbon Co. product 
designed by B. Elfenbein) ; the glass from William H. 
Plummer & Co.; the fruit from Henry Hicks & Sons, 
and the candles from Will & Baumer. Jewelers will find 
that on the basis of credit by a small announcement card, 
other retailers will be only too glad to lend the necessary 
articles to complete such a display. 
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ALLACE RESSER ILVER...A 
GIFT LEADER AND 
A SALES LEADER 


Christmas after Christmas, Wallace Dresser Silver has 
been the gift of gifts. Men like to give it, women love to 
receive it. And this year, these smart new designs are sure 
to make Wallace Sterling Dresser Silver sell better than 


ever. 


With Wallace Dresser Silver, the jeweler can show a style 
or design to meet the taste of any gift hunter. Each design 
is beautiful and each one has that something different to 
delight different tastes. 


Another important selling factor—the exceptionally low 
prices for Wallace Sterling Dresser Silver (some as 
low as $25.00) for three piece sets, permit you to talk price 
as well as quality. 


As an important selling help, you need the new Wallace 
Sterling Catalogue. It has 32 pages of Christmas gift sug- 
gestions. It will look well on your counter and bring 
you business. 


Right now is the time to get in your orders for Christmas 
business. This is not the year when any jeweler can afford 
to miss out on Christmas profits because of lack of variety 
in his stock. Wallace is prepared to fill your last-minute 
orders promptly. 


Are you using the Wallace Silversmiths “Sons of Eli” 
broadcasts to help you sell more Wallace Silver? Wallace 
Window Displays will tie your store up with these popular 
programs over the Columbia Broadcasting System, Sundays 


at 2 P.M. (New York Time). 
Wallace are designers and makers of tableware, dresser silver and 


trophies in Sterling; tableware and trophies in Silver Plate; Early 
American and De Luxe Pewter . ‘ . . Founded in 1835 


R.WALLACE & SONS MFG. CO. 


Silversmiths . . Wallingford. Conn. 
NEW YORK PHILADELPHIA CHICAGO 
411 Fifth Avenue 1204 Chestnut St. 10 So. Wabash Ave. 
LOS ANGELES SAN FRANCISCO 
811 W. Seventh St. 140 Geary St. 
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D. you want me to go 
ahead and get the flatware of that ‘Myth’ pattern for 
you, Miss Jones?” 

“Not yet Mr. Gutowitz, I think I’ll wait a little while 
before I get the flatware. In fact, I have something to 
show you in connection with the ‘Myth’ pattern.” 

Louis D. Gutowitz, retail jeweler of Hempstead, Long 
Island, N. Y., waited behind the counter while his best 
customer, Miss Jones, took a letter from her pocket book. 
“Here, read this.” 

The jeweler took the letter. It was from a wholesale 
jewelry concern and was addressed to an employee of a 
large public utility company, a young lady who was a 
friend of Miss Jones. It offered the ‘Myth’ pattern 
complete, merchandise of a retail value of $2,000, at 30 
per cent off. 

Mr. Gutowitz did some quick thinking. The store 
which he and his brother, Ben, had originally established 
in Hempstead eight years ago as exclusively an optical 
business had been enlarged to accommodate a jewelry de- 
partment only a few short years ago. This jewelry de- 
partment had gradually grown to be the major portion 
of the business, and the people of Hempstead were be- 
ginning to realize that the name of Gutowitz stood for 
reliability. And—Miss Jones was a key customer; she 
knew a great many of the people in town and had brought 
many of her friends to the store. On the other hand, 
there was the strict policy the store had followed since its 
establishment. Prices must not be cut. 

What would you do? 

And so Mr. Gutowitz did some quick thinking, in fact 
quite a lot of it. Miss Jones had told Mr. Gutowitz 
about the “Myth” pattern some time ago when she 
first contemplated buying some sterling silver. At that 
time he had not even heard of its manufacture. She went 
to a New York department store, looked at the pattern 
and decided that that was the one she wanted. Mean- 
while he had gone to New York, looked at the pattern 
also in the offices of the manufacturer, and had obtained a 
picture of one of the teaspoons, ori the back of which was 
a price list. From the back of the price list Miss Jones 
had made her selections. 

And now a retailing-wholesaler was trying to destroy 
this sale. 

Mr. Gutowitz drew a deep breath, planted his feet 
squarely on the floor and started to speak. 

“Miss Jones, we have a store here for which we have 
to pay rent. Our overhead will not permit us to cut 
prices. This house, Blank and Blank, is in the wholesale 
jewelry business and we cannot compete with a wholesale 
price. I am not going to tell you not to buy your flatware 
from them, neither will I tell you to buy it here. I'll 
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L. D. GUTOWITZ 











This article is a true story related by L. D. Guto- 
witz, of B. & L. D. Gutowitz, retail jewelers of 
Hempstead, Long Island, N. Y. Fictitious names 
have been substituted in two cases, but the essen- 
tial points brought out by Mr. Gutowitz remain a 
clear and lucid representation of one way to deal 
with a crying evil of the jewelry industry. 








leave that to you. But I will say this much: Blank & 
Blank cannot cheat you on “Myth” silver. You can buy 
it in Hempstead, you can buy it in China, Alaska or 
Hindustan—it’s still ‘““Myth” sterling silver and it will 
be the same quality and have the same weight. If you 
do buy it from Blank & Blank, please take this advice. 
Buy nothing else. If you buy any jewelry from them, 
youll pay that 30 per cent right back. 

“You are a good customer of ours, Miss Jones, and we 
don’t want to lose you. Buy your flatware wherever you 
think best and there will be absolutely no hard feelings. 
We want you to come back here and feel that we are 
always at your service.” 

Miss Jones put the letter back in her pocketbook. 
“Mr. Gutowitz,” she said, “I want to think this over. 
This is Saturday morning. I'll let you know Monday 
afternoon what I intend to do.” And she turned to go. 

Mr. Gutowitz bowed and his customer walked slowly 
toward the door. Her hand on the knob, she turned 
back, smiling. “Mr. Gutowitz, I don’t need to wait 
until Monday. I’ve decided right now. The service and 
courtesy I have received in your store is worth more to 
me than that 30 per cent. I want to buy the flatware 
from you, and you can order it right now!” 





Having prevailed upon Mr. Gutowitz to allow us to 
(Turn to page 97) 
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& Featured in 
3 VOGUE—DEC. Ist 
and four other famous magazines: 


House & Garden—House Beautiful 
Town & Country—Home & Field 





“AS SEEN IN VOGUE” CARD 
FREE ON REQUEST 


Give your store this up-to-the-minute touch of style- 
authority! Send for a free ‘As Seen in Vogue” card 

a handsome silver-foil panel bearing a full-size reprint 
of the new LOTUS advertisement for December. 
ALSO Folders, de luxe displays, advertising mats, 
complete local sales promotion help for jewelers! 


. . nis 
S SH) fest 
a ‘WU 3 


Watson Sterling 


LOTUS 


A complete and confined pattern 


IN HEAVY STERLING 


carefully made — carefully priced — to maintain the 
jeweler's volume of profit!—to demonstrate the superior 
selling-power of craftsmanship! 


For THE moment, low-price bullion has made it barely possible to cut 


in half the retail prices (and profits) on some light-weight silverware. 


But LOTUS retailers never have to sell twice as many pieces in or- 
der to keep their volume of gross profit up to normal. With us, skill 
is more precious than bullion. It creates greater cash-value as well as 


contentment for both jeweler and customer. 


Extra weight, plus all the extra values of Watson-mark craftsmanship, 
finish and quality-appeal have given lovely LOTUS a serene and 
competent power to attract purchasers. Ask Watson salesmen about ° 
prices, discounts and retail profits on this newest of Watson-mark 


patterns—or write to headquarters for detailed information. 


THE WATSON COMPANY 


22 Watson Park, ATTLEBORO, MAss. 


New York City 
347 Fifth Ave. 


Los Angeles 
643 So. Olive St. 






Chicago 
37 So. Wabash Ave. 











A Unique Diamond Window 


A show window on Fifth Avenue which attracted most 
attention last month was that of Thos. Cook & Sons at 
48th St. The window holds a unique display depicting 
the life of the diamond. It was produced by the National 
Jewelers Publicity Association. 

Arresting the eye first is a striking photograph eight 
feet in height of the great Pretoria Diamond Mine, the 
largest man-made hole in the world. On either side are 





Diamond Window Display 


two large pictures showing rows of men and women cut- 
ting and polishing the rough stones. 

The center of the window is occupied by a diamond 
polishing machine set up ready for operation with the dops 
in position. At the front of the window rests a perfect 
replica of the Cullinan Diamond as mined. 

One of the most striking features of the window is a 
set of replicas of the fifteen largest and most famous dia- 
monds in the world. ‘They are displayed on a background 
of black velvet, each with an explanatory card. So suc- 
cessful was the display that the police requested that an 
announcement be placed in the window that replicas were 
glass and not the originals. 

The exhibit will be transferred to the downtown store 
of Thos. Cook & Sons for a period of two weeks, and 
then goes to their Philadelphia store. 





One Way to Meet Unfair Competition 
(From page 95) 


print this story, we asked him to tell, in his own words, 
what he believed to be the deciding factor in persuading 
Miss Jones to buy her silverware from him, in spite of 
the fact that she had an opportunity to save $600 on the 
purchase by dealing with a retailing-wholesaler. 

“This young lady,” said Mr. Gutowitz, “is of the type 
that prefers to deal with a reliable institution rather than 
shop around. She is one of our best customers and I 
noticed from the first time she came into the store that 
service pleased her more than anything else. I knew 
that if I cut price with her, she was lost as a steady cus- 
tomer. Our policy has always been to te!l our customers 
who ask for discounts that we never make reductions and 
that this is their guarantee that no one else can buy the 
article in question for any less, either. With this in mind 
I decided that if were were to lose Miss Jones as a cus- 
tomer we might as well do it in the right way. I took 
a definite stand, showing our position politely and firmly.” 

For the benefit of skeptics, Mr. Gutowitz advises that 
documentary proof of all statements made in the foregoing 
story is on file among his records. 
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Silver positively cannot 
tarnish in these... . 


SILVERSEAL 


THE ORIGINAL AND ONLY 


JARNISH 


ROOF 


CHEST 


SILVERWARE 





ee 


Patent No. 1791594 


Design Patent 
Other Patents Pending 


Applied For 


Advertised in and guaranteed by Good Housekeep- 
ing, and approved by several thousand users. 


DO NOT CONFUSE 


Silverseal Tarnish Proof Chests 


Which have now kept silver from tarnishing for 
nearly seven years on account of Patented 
Treated Lining 


WITH 


Just Anti Tarnish or Non Tarnishing Chests 


The lining of which when New is free from 

Sulphur but has NO power to kill the Sulphur 

fumes in the air which come into the chest and 
tarnish the Silver. 


Write for catalogue and prices. 


Assoctated Silber Company 


4452 Ravenswood Ave., Chicago 
E. & A. Gunther Co., Ltd., Brantford, Ontario, Can. 
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Solid Silver 


STERLING O2511009 Fine 




















Irs graceful, sweeping lines .. . its exquisite. chaste decoration ... its impressive richness . . . combine to 


produce a pattern of rare charm and beauty. Not only is it distinctively new but smartly in step with the 
latest trend in decorative design. Silver which is winning special favor among this season’s leading brides. 


ROGERS P LUNT & BOWLEN CO ;: Silversmiths + Greenfield, Mass. 
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Every Other Sweetheart’s Engagement Ring 
(From page 59) 


fectly simple for a wholesaler to add on 2 nice profit for 
himself, and still be under some particular retailer’s price. 
If a wholesaler wishes deliberately to go into a retail 
business, then he is competing openly with the retailer 
on his own ground, but he also loses that appeal to the 
bargain-hunter which is enjoyed by the man who is sup- 
posed to sell only at wholesale. 

Seventy-five per cent of those who bought their rings 
from retail houses did so either because they were old 
customers of the firm or because they were, while not 
habitual jewelry buyers, friends of the jeweler. The 
other 25 per cent shopped around among different retail- 
ers before making their purchases, in some cases finally 
returning to the store they ordinarily went to. 

There were some indications that some of the pur- 
chasers of rings through the regular channels could have 
gone to wholesalers, but did not wish to entrust such an 
important purchase to someone they did not know. 

Of those who bought the engagement rings from whole- 
salers, 20 per cent intended to get the wedding ring or 
the next jewelry they purchased from a retailer. “There 
were two general reasons given for this change. One was 
that the reliability of the retailer was important, and 
the other was that the purchaser would not again make 
a purchase as expensive as an engagement ring, and would 
therefore not save as much by again going to a whole- 
saler. 

Another 20 per cent of the purchasers from whole- 
salers said they never intended to buy any more jewelry. 

The rest would again buy from a wholesaler. 

Seventy-two per cent of the people who purchased 
their engagement rings from regular retailers intended 
to go back again, and give the same man first chance on 
any other purchase they might make, such as a wedding 
ring. 

The rest of the purchasers who originally visited 
retailers admitted to being inveterate bargain hunters, 
and said that they would never decide to buy at any 
particular store until they had looked all of them over. 
One man said that he had purchased jewelry in the past 
from wholesalers, but had gone to a retailer for his en- 
gagement ring because of the importance of the purchase. 
In the future he would return to his wholesaler, he said. 

Every ring was described by the purchaser as a dia- 
mond ring. No reference to any other stone was made. 
One man said that the ring had 42 diamonds, all in a 
groove. Ninety-five per cent of the rings had platinum 
settings, and 5 per cent white gold. 

All of the wholesalers, jobbers and brokers were paid 
cash for their rings. Of the retail purchases, 63 per 
cent of the rings were sold for cash, 27 per cent on 30 
days’ credit, and 10 per cent on 90 days. No install- 
ment sales were recorded. 

Ninety per cent of the men knew what shape the 
stones were. Of these, the majority of them said they 
were round stones; 20 per cent of all the men asked said 
they had purchased emerald-cut diamonds, and 5 per cent 
marquise. 

Fifty per cent of the purchasers had been told about 
the cutting of the stones at the time of the purchase. Of 
these, 60 per cent had purchased their stones at retail, 
so that it would appear that the retailers had done 
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Another Remarkable 
Downward Revision of 
Prices on Sterling Silver 
Hollowware 





1399 Pitcher—314 pts............ $30.00 

1466 Bread and Butter Plates—6” Diam. 
$33.00 Doz. 

333 Cup—314” High......... $5.00 Each 


Sterling goblets 634” (illustrated in October 
issue), $5.00 each. Retail prices subject to 
discount. 

These are the most extraordinary reductions 
ever associated with sterling silver hollowware 
of established merit. These unparalleled prices 
will be in force only during the present market 
condition. 

We are the manufacturers of the beautiful 
BALTIMORE ROSE Repousse’ pattern of flat- 
ware with complete tea and dinner ware to 
match. 


Teaspoons Small $9.00 dozen 
Teaspoons Medium 10.00 dozen 
Medium Forks H. H. 24.00 dozen 
Medium Knives 21.00 dozen 


Retail Prices—Subject to Discount 


Matching odd pieces in 
Sterling Silver our Specialty 


The Schofield Company 


Designers and Makers of Sterling-Silrerware 


Joseph D. Little, Manager 


Baltimore, Maryland 
Established 1871 
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SILVER 


PURE SILVER ANODES 


IN ALL SIZES 


STERLING SILVER 


IN SHEET, PLATE, CIRCLES, WIRE - 


SILVER SOLDERS 


IN ALL FORMS AND GRADES 











OU. have known us for 
~ La long time as a source 
of supply for Platinum. 


Do you know that we have 
a special department at your 
call for your Silver needs? 


ice oo + » Our- reputation’ is your rec- - 


ommendation. 


THE AMERICAN PLATINUM WORKS 


N. J. R.R. AVE. AT OLIVER STREET, NEWARK, ‘NEW JERSEY 


























HER MAJESTY 


1847 ROGERS BROS. 


A 


A. COMPLETE STOCK ON 
HAND FOR DELIVERY. 





A 


WE SUGGEST ORDERING 
EARLY, THAT. YOU WILL 
HAVE STOCK ON HAND TO 
FULFILL DEMAND FROM AN 
EXTENSIVE ADVERTISING 
CAMPAIGN. 














A 


DISPLAY MATERIAL FOR 
ALL WHO WILL USE IT. 


J. W.- Johnson 


14 Maiden ILVERWARE 1 W. 47th 
Lane INCE 1869 Street 


NEW YORK 














The December Issue of 
The Jewelers’ Circular — 
will be a Christmas num- 


ber devoted to inspiring 


sales building advertis- 


ing and merchandising 
articles. It will be in the 


hands of retail Jewelers 
before December Ist, 
just in time to take care 
of the many last minute 
orders. Reserve space 
now for your Christmas 


co, 


Advertising 
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slightly more educational work than had the wholesalers. 
However, the margin was so narrow that in a larger 
survey this difference might disappear. 

About 40 per cent of the purchasers said they had been 
told the distinguishing name of their stone when they 
bought it. Here, again, the balance between retailer and 
wholesaler was about even. Most of the names given 
by the respondents were not true trade names, however, 
but were trade marks, or such words as “perfect,” “white” 
or “blue diamond.” In two cases specific names: “Jager” 
and “Blue white Wesselton” were remembered. Both 
these men had bought their rings from retailers. 

All those who remembered the name or a name for 
their stones also knew the weight. The average weight 
of the stones was slightly under a carat, and the average 
number of additional small diamonds a little more than 
seven. The largest stone mentioned weighed 1.89 carats; 
the ring also had six small diamonds—and went to the 
fiancée of the railroad president’s son. The smallest 
weight was 0.17 carat bought by a man in moderate cir- 
cumstances who got it, quite casually, from “the family 
jewelry store.” 





Selling Diamonds by Telling All the Truth 
(From page 55) 


often in the jewelry trade applies purely to the condition 


of the crystal yet the customer feels that-it applies to > the P 


color, cutting and everything else- 

“The perfect stone under our Trade- Practice Rules is 
one which discloses no flaws, cracks, carbon spots, clouds, 
cloudy texture or blemishes of any sort when examined 
by a normal eye under an ordinary diamond loupe. But 
this definition is a loose one and cannot be strictly applied 
because eyes differ in their ability to detect and the loupes 
used in the jewelry trade differ in their ability to magnify. 
If we were to go further and place any stone under a 
high powered magnifying glass, no matter how clear the 
crystal, it will show up cracks or bubbles and minute frac- 
tures. which cannot be discovered under the loupe. So, 
unfortunately, this question of perfection is not one that 
can be clearly defined; whereas, the color and the cutting 
of the stone may be and these are the factors that make for 
beauty in the gem. 

“When diamonds or gems are sold on their true merit, 
the customer realizes the importance of dealing with an 
expert and a man whom he can implicitly trust both as to 
his judgment and reliability. A business builded on this 
basis has a foundation that permits the jeweler to continue 
successfully almost irrespective of location, because, while 
transient trade is, of course, a factor to most merchants, 
it is the steady customer whose sales go on year after year 
on which he depends for success. 

“When business comes to him because of his person- 
ality, the jeweler has little more to fear than does the 
doctor, the dentist, the engineer, the lawyer or other pro- 
gressive man in whose hands we put our affairs for their 
judgment and discretion. 

When we moved up here to this location, 27 years ago, 
we were the pioneers in the uptown Fifth Ave. movement, 
and we were probably furthest north of any jewelry store 
at that time. Today we are furthest south of the Fifth 
Ave. stores but our customers still come to us from all 
parts of the city and-our business is not bounded even by 
state lines.” 
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INEXPENSIVE 
WARES 


Responding to the trend of the times we 
have prepared for the Fall season many new 
pieces, all attractively priced. 


Each and every article has been designed 
with every effort to give large value. 





DISH No. 932 
In three sizes: 4, 6, 65% inches 





No. 3720, 3 PINTS 





No. 866, 8% in. Diameter 


It is, of course, quite unnecessary to say 
that prices are figured upon the present cost 
of bullion, nor need we mention that labor has 
been restrained. The new line’ carries no ex- 
cessive labor to be reflected in the price. 


CURRIER & ROBY 


217 East 38th Street 
NEW YORK 
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Yours very truly, 
L?B:AR BENEDICT MFG. CO, 
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Manufacturer and Retailer Alike Recognize the Superior Editorial 
and Advertising Supremacy of The Jewelers’ Circular 


Approved acceptance by both manufacturer and retailer eliminates any 
doubt as to the readership and leadership of THE JEWELERS’ CIRCULAR. 


This wide-spread approval, is an earned recognition for a service both in 
advertising and editorial presentation. 


The confidence expressed by thousands of retail jewelers in the editorial 
helpfulness of its pages is an important factor which advertisers have recog- 
nized as an unusual opportunity for distributing their products through the 
best jewelry stores in America. 


The advertising pages are also accepted with confidence which gives in- 
creased effectiveness and results to advertising in THE JEWELERS’ CIRCULAR. 


No other publication can boast of the leaders in the jewelry field who con- 
tribute editorially with their opinions and advice on the pertinent problems 
of the business. 


largest paid circulation of any jewelry publication—the largest in its history— 


=) According to the Audit Bureau of Circulations, THE JEWELERS’ CIRCULAR has the ’ 
developed strictly upon the merits and contents of the book itself. ily 
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Git Hints 
for 


Home Makers 
































This attractive dinner gong, 

seven inches high, is fin- 

ished in gun metal, pearl 

green and silver colors. The 
retail price is $4 








From the Orient 
comes this elephant 
lamp of Soochow jade, 
mounted on a teak- 
wood and brass base. 
It stands 15 inches 
high. The shade is in 
taffeta. Lamp and 
shade retail for $1 7.50 





Bohemian ruby glass liqueur 
set including decanter and 
six glasses engraved with a 
grapevine design. The set 
retails at $7.50. 
































Adapted from the art of the ancient Saracens 

these delicate examples of the modern glass- 

maker's craft offer an unusual appeal. They are 

finished in black or ritz blue and ornamented 

with gold applied in a veined design. The vase 

is 18 inches high and retails for $9 while the box 
and cover sell for $4 











Attractively pack- 
aged notepaper 
makes an unique 
gift. In this of- 
fering are 18 
sheets and enve- 
lopes lined with 
tissue paper. This 
item is imported 
A 
white, buff, green 
Hand-carved soapstone bookends are al- and gray shades 
ways appropriate gifts. These may be had The retail price is 
in a variety of floral designs and figured l 
effects, either five or six inches tall, retail- 
tng for $2.50 and $3 respectively. 
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Thhe Cermunll —_" of cards 
again led by Fan-C-pack 


They have introduced successes with their mevwv 


Past-l-eze 


before and others have imitated. 


Here’s another FAN-C-PACK in- 
novation! Past-l-eze. A style 
of face never presented before— 
a suspicious King, a flirtatious Queen, a 
worried Jack! And, most revolutionary of 
all—Past-l-eze shows its face to the 
players in pastel colors. Instead of glaring 
white, a soft green or a warm cream. So 
saving on the eyes! So effective in cutting 
down the annoying glare from bright bridge 





lamps! Every woman will want to 
be first in presenting these cards 
toher little group of players. They 


are the last word in card style. 


The back designs will vary. The 
first back pictures a scene from Dickens’ 
Old Curiosity Shop. The quaint old color- 
ful shop and its environment is pleasingly 
reproduced in “Print Style”. . . Place or- 
ders early (86 a dozen). See them in our 
showrooms. Write for sample cards. 
Packed in Singles, Doubles and Fours. 


FAN-C-PACK COMPANY. INC. 


J.P. HUTCHINSON, PRESIDENT 





Chicago—The Merchandise Mart 


352 Fourth Avenue, New York City 
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First National Pictures, Inc. 


BRIDGE—A PATH 





TO PROFITS 


J. H. Kienker, retail jeweler of Sheffield, Ala., 
reports that Bridge windows have always attracted 
customers and in most every instance have helped 
to increase sales. A display arranged in his window 
is shown on this page, illustrating how the sugges- 
tion of gifts may be effectively associated with 
bridge games. Hands of cards are distributed about 
the base of the display and above, attractively 
arrayed on a background of white satin, are the 
suggested gift prizes. 


Mr. Kienker follows a well-defined policy in mer- 
chandising giftwares. He believes that most impor- 
tant in successful gift selling is careful buying and 
selection of merchandise. He says also his clientele 
expects to find something different and unique in his 
store in the way of gifts and that to limit buying 
to fairly moderate quantities is essential in creating 
the idea of exclusiveness. He expresses the convic- 
tion that a gift department, distinct and separate 
from the general jewelry lines is an important factor 
in creating store traffic. He says that it helps to 
bring customers into a store who otherwise would 
not come. 


On the right are shown three attractive gift items appro- 
priate for the jewelry store. 


The nest of eight ash trays, packed in attractive gift box, 
comes in three finishes, satin silver, satin copper and satin 
brass. The sets retail at $1.20. 


Press the visor of this knight and, Presto! Behold the 
light! This novelty lighter retails for $5 and comes in black, 
bronze, bright and Butler silver finishes. 


Again for the smoker—this table of copper trimmed with 
brass is designed after a colonial pattern. It is 20 inches 
tall and retails for $12 while the cigarette box and tray are 
also of copper and sell for $2.25 and $0.75 respectively; $16 
for the entire set. 
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This display of 
bridge prizes ar- 
ranged by J. H 
Kienker, Sheffield, 
Ala., shows how so- 
cial occasions may be 
expressed in terms of 
the requisite mer-, 
chandise 
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SHAVES AND SHARPENS 


FOR DETAILS, ADDRESS: 
RONSON PRODUCTS, inc., Aronson Square, NEWARK, N. J. 























United Chromium, Inc., Wins Test Case 


New Haven, Conn., Oct. 21.—The test case brought 
by United Chromium, ie 4 in the United States District 
Court in New Haven, in March, 1929, has just been de- 
cided in favor of the company. The litigation is one in 
equity involving a “process of electro-depositing chromium 
and preparing baths therefor.” The United Chromium, 
Inc., controls various patents on chromium deposits, the 
patent involved in this case being No. 1,581,188, granted 
on April 20, 1926, later assigned to the Chemical Invest- 
ment Co., then to the Chemical Treatment Co., then to 
the Chromium Corporation of America, whieh trans- 
ferred it_to-the plaintiff. - , 

The International Silver Co. was made defendant in 
the test suit but the case was fought by the concern that 
supplied the alleged infringing process. 

The decision of Judge Edwin S. Thomas of the United 
States District Coutt handed down. today directs an in- 
junction against the defendants for the use of the process 
and orders an accounting of the profits on which the 
damages-are to be awarded. 

The case will probably be appealed. 





Examination for Clock Repairman 


WasHINGTON, D. C., Oct. 15.—The United States 


Civil Service-Commission announces an open competitive 
examination for the position of clock repairman, applica- 
tions must be on file with the U. S. Civil Service Com- 
mission in this city not later than Nov. 3. The examina- 
tion is to fill vacancies in the office of Public Buildings 


and Public Parks of the National Capital. 
salary is $1,680 a year. 

Competitors will not be required to report for examina- 
tion at any place, but will be rated on their physical 
ability, and on their training and experience. 

Applicants must have had at least five years’ experience 
in the manufacture or repair of clocks, such experience to 
have included the usual apprenticeship or equivalent prac- 
tical experience. Additional credit will be given for ex- 
perience in the manufacture or repair of electric or time 
clocks. 

Full information may be obtained from the Secretary 
of the United States Civil Service Board of Examiners 
at the post office or customhouse in any city or from the 


United States Civil Service Commission, Washington, 
) EG 


The entrance 





Officers of New England Manufacturing 
Jewelers’ & Silversmiths’ Association 

ProvipENCE, R. I., Oct. 22.—The ticket offered at 
the annual election of officers and directors of the New 
England Manufacturing Jewelers’ & Silversmiths’ Asso- 
ciation held at the Turks Head Club today was as fol- 
lows: 

For Vice-presidents: Frederick A. Ballou, Jr., Harold 
E. Sweet, Charles A. Whiting; for secretary, Julian L. 
Solinger; for treasurer, J. Stafford Allen; for directors, 
Lawrence E. Baer, Edgar M. Docherty, Walter E. 
Ensign, Wallace D. Kenyon, Paul B. Paris, Albert I. 
Russell, Archibald Silverman, Edwin Speidel. 

Officers serve for one year and the directors for three. 











HREE popular 


priced. Sheer in texture, rich in color, 


specialties, reasonably | 


graceful in shape. One bottle and six 
glasses to a set. Beautiful, gleaming platinum 
decorations that stay bright . . . applied in a 


technique known only to master 














No. 1-9051 in Ritz Blue or Black, with Crystal 
stopper and bright Platinum decoration No. 12. 


No. 1042-9051 in Ritz Blue or Black with 
Crystal stopper and Platinum decoration 
“Sparta.” Or in Rose, Green, Ritz Blue or 
Black without decoration. 


No. 2-9051 in Ritz Blue or Black, 
with bright platinum decoration 
No. 12. Or in Rose, Green 


, of es) e pehe Peacock Optic, Ritz Blue or Black 
craftsmen in Old Morgantown o/ OS ; Varad i, di plain, without decoration. 
shops. Display a few of these i SOON marae 
fine sets and you will profit from I QUO R 9 iJ T Ss MORGANTOWN 
GLASS WORKS 


the immediate recognition of their 


worth. Write for prices. 


Our representatives cover the 


country 
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MORGANTOWN, W. VA. 


“Turnover Topics” tells how 
to sell glass. Mailed monthly 
to dealers who request it: 
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Merchandise in Motion 


Merchandise on shelves or in the case is money in 
the bank without interest. Merchandise in motion is 
shoes for the merchant’s baby . . . coal for his fur- 
nace . . . cream for his coffee. 


The retailer’s job is to supply the power by offering 
goods his patrons want and need, by attractive displays, 
by sound pricing and servicing. 


His greatest aid in solving this problem is the busi- 
ness paper. Mr. White of Brownville wants to know 
how Mr. Black of Greenville increased turnover. THE 
JEWELERS’ CIRCULAR tells him. Congress may 
be in session to do this or that—full particulars will be 
found in your leading jewelry trade paper, THE 
JEWELERS’ CIRCULAR. The month sees a big 
convention in session—the high-lights of which are 
brought to you promptly and completely. 
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From cover to cover, THE JEWELERS’ CIRCU- 
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ing a real service to manufacturer, wholesaler and re- 
tailer. 


Because of this unusual service THE JEWELERS’ 
CIRCULAR boasts of tts circulation, which stands 
on its own legs of Quantity and Quality. 


THE JEWELERS’ CIRCULAR obtains subscrip- 
tions on a straight business basis. The better jewelry 
retailers subscribe for and read it because it helps to 
bring customers into their stores, to move merchandise 
and to faster repeat business. 





Subscribers pay the full published price and get full 
value. Small wonder, then, that THE JEWELERS’ 


CIRCULAR reaches better than 85 per cent of the 
buying power of the jewelry market. 


According to the Audit Bureau of Circulations, THE JEWELERS’ 


f CIRCULAR has the largest paid circulation of any jewelry publication, i b : 
Rental the largest in its history, and it is the only jewelry paper to show a (i é 
steady definite increase in paid circulation over the past two years. 
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British Industries Fairs 


With great activity the British Industries Fairs for 
1932 are being pushed and it is confidently expected that 
both the London and Birmingham exhibitions will be more 
attractive next year than ever before. 

For jewelers there will be a wealth of novelties. The 
giftware display will have an amazingly wide range. 
Especial effort is being put forth in both directions. 
There will be cutlery, jewelry, silverware and pewter, 
watches and clocks, leather and fancy goods, art pottery 
and chinaware, glassware for the table and fancy pieces; 
also perfumery, which is fast becoming a jewelers staple 
line, and fancy metal goods of an ornamental nature. 

The Prince of Wales is being particularly active in the 
interest of these fairs. Queen Mary took much interest 
in the gift Sections last Fair and it is largely due to this 
that so much stress is being laid on this section in the 
coming exhibition. 

One of the sections at Olympia which Queen Mary 
will never overlook, and in which her interest has been 
known to considerably disturb the official timetable, is 
that for jewelry, silver and plate. 

Some of the novelties in gold now being made are in 
brooches, necklets and earrings of colored golds worked 
up into flowers, also in excellent effects are the colored 
gold flexible Milanese chain bracelets and watch straps. 
Brooches in the shapes of birds and dogs set with dia- 
monds in platinum are still fashionable and among the 
newest gift goods are the hallmarked silver items. There 
will be shown also a clock which is wound by working a 
cigarette lighter. 

The British Industries Fair opens at Olympia and the 
White City, London, and Castle Bromwich, Birmingham, 
Feb. 22, next year. 

Special facilities for all visitors to the fair will be 
arranged through the Trade Department, British Con- 
sular General, where free visas will be granted. 





Nine Little Ideas for Teamwork Selling 
(From page 57) 


wall of the window with stripes of black plush and gold 
cloth. Then borrow about three Empress hats from the 
nearest hat shop. Look up some facts about her at the 
library and put them on a display card in the window along 
with plenty of earrings. 


“8. Pewter. Why not display pewter with some rela- 
tion to its period instead of using it for sales windows all 
the time. Borrow some hooked rugs, a spinning wheel and 
an old paisley shawl and you have the beginning of a 
pewter display that puts your merchandise into a class that 
does not need low price as the only incentive to buy. This 
fooling around with dignity at the expense of sales must 
stop. We’re in business for more business—and we mean 
business. Please report to me about your progress at the 
end of each trial. It doesn’t cost a cent to try. 


“9. 1480. Hello, hello. Is this the paint shop? This 
is Ray at the jewelry store. I have decided to end the 
depression for you by having the store redecorated in a 
brighter color. How about getting prices and samples?” 
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THE REMBRANDT 


A colorful creation in various pastel tints 
in keeping with the trend of the times. 


The sheen of the beautiful silk costumes 
portrayed in the hand-painted miniatures 
is greatly enhanced by the fine engine- 
turned pattern, lending that certain touch 
of radiance which tends to give a life-like 
appearance. 


The set consists of ten pieces and can be 
purchased complete or in part. Makes the 
perfect gift, its color range blending in 
with the decorative scheme of any boudoir. 


KING’S ENAMEL & SILVERWARE, INC. 
7 WEST 45th STREET NEW YORK CITY 
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Ask Your Engraver 
for this attractive new 


COUNTER CARD | 


ERE’S an attractive 
new counter display 

card that will lend beauty 
to your entire counter ar- 








Leading stationery and ar 
jewelry stores everywhere ae Your Stationery 
are featuring genuine en- : | 

és You! 
graved stationery—calling ae You : 
Luxe a becoming frock, new genuine 


rangement. The cards are cards and invitations. The “engraved personal stationery makes you 
° ° ° P ° appear at your best. ft radiates social 
equipped with a double wing trend is back to the genuine Pia pies ives dictibchien,Sa-feiar cuerse 
= ai “ - ° \ . spondence, Ask your stationer to show 

easel and easily placed with- —substitutions will no "You the latest modes in: monogram of full 


° ° ‘mame designs, and order a su ay. 
out dis-arranging your pres- longer meet the demand of eps’ ergo 
: . _GENUINE ENGRAVED 
ent setting. the particular. i S ; 

: tationery 


The illustrations are beau- 





Get these cards and tie in 














tifully lithographed and the lettering is — with the national advertising as shown “ P sacwibes the orenine 
embossed in silver. Your engraver will in miniature in the panel to the right. [ lo 


bak. i 


be glad to supply you with these cards Make the fall season more profitable 
and arrange for an attractive display with genuine engraved announcements, 
of genuine engraved forms. cards and correspondence stationery. 











Tie in! This advertisement of the 

. S. M. A. Social Series appears 
in Cosmopolitan, Red Book, Vogue, 
Town & Country, New Yorker, 
College Humor and Junior League 
for December. : 

















ENGRAVED STATIONERY MANUFACTURERS ASSOCIATION 














. THE PAIRPOINT 
CORPORATION 


New Bedford, Mass. 


43-47 West 23rd St. - - - - New York City 
150 Post St. - - - - + + «+ San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 





SILVER-PLATED 
HOLLOW WARE 


PEWTER 





No. D3080. ELECTRIC LAMP 1 Light PRIZE CUPS—TROPHIES 
Height over all, 15% inches. FINE ARTS—LAMPS 


Marble Base, Engraved Crystal Glass Fount. 
Crystal Cut Glass Pillar, Crystal Pendants. 
Crystal Cut Glass Frosted Shade. 



































MERCHANDISE MARKET 


Watson Sterling Baby Goblet 


Any one who has ever watched a baby struggle to hoist and 
hold a drinking glass, or even his own silver baby cup, in the 
grasp of two chubby hands can visualize at once the selling 
power of a demonstration which any jeweler’s clerk may give 
when he shows the new Watson Sterling baby goblet to a 
customer. This goblet was originated by Percy Ball, the 
Watson Co’s chief designer. He conceived the idea from watch- 
ing a child drink from a tumbler held in both hands. 


New Wallace Broadcast 


The “Eight Sons of Eli” have begun a series of 13 Sunday 
afternoon concerts sponsored by the Wallace Silversmiths over 
a hook-up of Columbia Broadcasting System stations. The 
“Eight Sons of Eli” are an organization of students of Yale 
University. This broadcast is a gesture of the Wallace or- 
ganization toward developing every possible dollar’s worth 
of business at this critical time. 


New Elgin Catalog 


The announcement of the new Elgin catalog this year with 
its many new and unusual values in low priced watches, is 
causing a great deal of comment in jewelry circles. “Without 
a doubt,” say many jewelers, “Elgin has produced some of the 
most startling values in the history of watchmaking.” 


Lol Watch Crystals 


Lol Watch Crystals, makers of fancy shaped watch crystals, 
14 W. Washington St., Chicago, has recently issued a catalog 
of its double thick lentille finished fancy shape crystals. The 
catalog shows a chart of crystal shapes and calls attention to 
the advantages of these crystals. The Lol numbering system 
is easy to follow and can be systematically placed in cabinets 
for prompt location. 


International Silver Co.’s Cheerio Chick 


The Cheerio Chick educator set consisting of spoon, fork 
and napkin ring now being placed on the market by the Wil- 
liam Rogers Mfg. Co. (Factory H, International Silver Co.), 
is attracting much attention and is of particular interest to the 
little tots. ‘This set encourages correct table manners and de- 
lights the children. 


Indian Design Coin Silver Jewelry 


The Arrow Novelty Co., Inc., 62 W. 14th St., New York, 
has published an interesting and instructive booklet on primi- 
tive Indian jewelry telling of its Indian design coin silver 
jewelry. Silver jewelry decorated with authentic Indian sym- 
bols and combined with genuine turquoise, makes an attractive 
exhibit for jewelry stores. 


Advertising Folder for Seth Thomas Clocks 


An effective selling folder “Time Honored Time” capitalizes 
the idea of the long established preeminence of the Seth Thomas 
Co, and the seasonal catalog is appropriately designed for use 
as an effective counterpiece. A series of illustrated newspaper 
advertisements are also planned to supplement the display and 
mailing piece. The first of the new Seth Thomas consumer 
advertisements to announce the distinctive Dreyfuss models 
will appear in November. In addition there will be advertise- 
ments in leading jewelry trade publications. 


_ Gruen Watch Featured at Frankfort Exposition 


Held last June in the enormous Government exposition build- 
ings at Frankfort, Germany, the exposition of the watch and 
jewelry arts gathered together for public exhibition the finest 
works of the prominent European watch and clock manufac- 
turers. The Gruen display was located centrally in the main 
hall. Glass covered counters showed examples of both the 
ancient and modern watchmakers’ art, with a special point of 
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UNUSUAL 
DISTINCTLY AMERICAN 


NATIVE SILVER AND TURQUOISE 


This jewelry is made of 900 fine silver, decorated 
with authentic Indian symbols combined with genu- 
ine turquoise, consisting of bracelets, lavalieres, 
brooches and rings. 


SEND FOR NEW COMPLETE CATALOGUE 


ARROW NOVELTY CO.), Inc. 


62 WEST 14TH ST. NEW YORK 
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One good lesson from ‘ a 
this business cycle is that Reimer-Mackenzie Corp. 


specialized training and 
















F ot - talents mean something FRED C. REIMER H. F. MACKENZIE 
ha Reese arin a after all. Jewelers are Formerly with Fred C. Reimer Co., Inc. ’ 
CTAB & instinctively fitted to sell 
DoT LOR clocks. Cunningham Mohawk Building 
LAWYER clocks are made for the 
Saag 4 exclusive jeweler. Am- 5th Ave. at 21st St. 
MERCHANT ~~] bitious jewelers through- NEW YORK. N.Y 
"cuter ‘J out the country are tak- , oo 


ing advantage of a most 
profitable opportunity. If 
your jobber cannot sup- 
ply you, get in touch with 


invite you to their new showroom where they 
display complete lines. 


us immediately. We will Dresden Fancy Goods, Lace 
treat you right. : 

Figures, etc., as well as 
No. 400. ONyx Monet (Elec- ‘ ‘ 
tric) Mechanical ingenuity Capo di Monti Ware 


and classic beauty are ex- 
emplified in these Cunning- 
ham Petite Electric Clocks. 





aa in seamless all metal Rock Crystal, Cased Color and Antique Glass 
chromium plated cases ond from a Bavarian factory established over 300 
mounted on genuine white or 
green Brazilian onyx ped- years. 
GENUINE ONYX estals. Dimensions: 4 inches 
You Make 100% Profit high by 5 inches wide by 1% 
a inches deep. Bavarian Dinnerware and Short Lines for Jewelers 


The Cunningham Products Corporation 


150 Lafayette Street, 
New York, N. Y. SERVICE PLATES 
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MOSSMER 


Comes to America 


The firm of Gustave Mossmer has long been famous on 
HOLIDAY the continent for its unexcelled Luggage Accessories and 
Novelties. As American agents, we offer manufacturers 
SPECIALS the privilege of purchasing in New York at the same 
by prices prevailing at the Mossmer headquarters in Offen- 
bach. 
SUPREME 
NEW FOR THE HOLIDAYS 





SATIN AND PETTIPOINT 
REPRODUCTIONS 

















GIFT BAG that looks as though it cost 
$10.00 but which can be sold very 
profitably at half this price. 








We also manufacture a large variety of 
tapestry and sport bags from which we will 
gladly forward well rated concerns our special 
assortment of 12 different bags, priced at 


A splendid gift for the man—a new airplane combination 
drinking set containing one spoon, four cups, corkscrew, 
lemon squeezer, sugar bowl, cocktail shaker and two de- 
tachable flasks which form the wings. 


Write for our other Newest Novelties, such as “Zeppelin 


“24” eon on the Mooring Mast” Smoking Sets, etc. 
Z 


Other novelties on display in our showroom 





SUPREME VIKING TRADING CO. 


THE HOUSE OF MODISH BAGS 435 FIFTH AVENUE NEW YORK, N. Y. 
347 FIFTH AVENUE NEW YORK, N. Y. CAledonia 5-4472 





























interest centering on the giant enlargement of the Gruen 
Quadron strap watch movement. 


New Electric Calendar Clocks 


The Central Calendar Clock Co., Chicago, is making an 
electric clock lamp, equipped with or without alarm, which is 
known as the Wellington Electric. It appeals especially to 
women for dressing table use. It comes in exquisite two-tone 
finishes of avalon rose, pastel green, and orchid, with richly 
lined celanese silk lamp shade to match. This same company 
also manufactures an Electric Calendar Clock which not only 
tells the correct time but registers the day, month and date 
provision being made for thirty and thirty-one day months, 
as well as leap year variances. All holiday dates appear in 
red—the more important ones carry suitable greetings. This 
clock known as the Calendar King is entirely automatic. 


Display Stand for Birthstone Rings 


The Shiman Mfg. Co., Newark, N. J., is introducing an at- 
tractive display stand for birthstone rings. This fixture is 
hexagonal in shape, having 12 slits in which the rings are to 
be inserted. A green ribbon on which is printed the names of 
the months and their stones, runs around the face of the stand 
as a border. The stand is mounted on a detachable wood 
base and is finished in black velvet and faced with yellow and 
green plush. 


Increased Demand for Warren Telechron Clocks 


While the call for all the products of the Warren Telechron 
Co., Ashland, Mass., is increasing at a rapid rate, the new 
“Telalarm,” an electric illuminated-dial alarm clock, has met 
with a spectacular demand throughout the country. Authorized 
‘Telechron dealers report greatly increased sales on the “Tel- 
alarm’” as well as on the newly announced Revere “Loyal” 
model. These models, with the Telechron “Hostess” model 
kitchen clock have proven to be sales leaders for the other 
outstanding values in the Telechron and Revere clock lines. 





Imports and Exports of Watches 


WasHINGTON, D. C., Oct. 14.—The latest figures of 
the Bureau of Foreign and Domestic Commerce, for the 
month of August show that during that time we brought 
into this country watches worth $250,732 of which $230,- 
614 came from Switzerland. During the same time we 
brought in parts of watches valued at $36,023 of which 
$34,002 were Swiss shipments. 

During August we exported jeweled watches valued 
at but $3,321 and watches without jewels valued at $17,- 
664. Our largest customer for jeweled watches was 
Japan, to which we sent shipments valued at $2,645 and 
for the non-jeweled watches, was Australia, whither we 
sent shipments valued at $11,100. 





Removing Cannon Pinions 


Griffin, Ga., Oct. 10, 1931. 
Editor ‘Hr JEwELERS’ CIRCULAR: 

Referring to H. C. J. (Question No. 4822) in October 
Number, I, being an old watchmaker, allow me to mention 
my method for removing cannon pinions. 

I take a Starrett pin vise of the size to correspond with 
the size of the watch movement, and slip it down over 


the cannon pinion and tighten just sufficiently so that it - 


will not slip, and turn back and forth and pulling at the 
same time sufficiently, and this usually removes the pinion 
without danger of breaking or bending the center staff. 
Yours very truly, 
R. E. SEGRAVES. 


THE JEWELERS’ CIRCULAR 
for November, 1931 





The newest addition to the PAVELCO line of 
SPARKLING CRYSTAL HOBNAIL is this con- 


sole set of two candlesticks and bowl, all very 


attractively priced. 


Send for our latest catalog. 


Manufactured, Imported and Stocked 
Exclusively by 


F. PAVEL & CO. 


15 West 37th St. 
New York, N. Y. 


BRANCH SHOWROOM: 
Suite 607—225 Fifth Ave., New York, N. Y. 


REPRESENTATIVES 
W. Bakster, Inc., 1511 Merchandise Mart, Chicago, IIl. 
F. 


J. 
Ww. R. Turner, 437 S. Kenmore Ave., Los Angeles, Cal. 














Dresden Electric Clocks 


Each model is a work of art in itself. 


Designed exclusively for the American 
Women’s Boudoir 


A Wonderful Christmas Gift 


Models shown above $60 a dozen 
Other designs $42 a dozen 


Must be seen to be appreciated, so let us send you 
a sample order of 3 pieces, one of each style as 
shown above 


Fourman Bros. & Co., Inc. 
69 W. 23rd Street New York 
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To increase your profits—use 
“Westray” Modern—Attractive— 
Serviceable Trays 
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Write for catalog or order through your jobber 


WESTERN TRAY & CASE CO. 


423-27 Plum St. WESIRAY Cincinnati, Ohio. 


pPpropuUCcT< 

















HEADQUARTERS FOR AMERICAN WATCHES 


ELGIN’S NEWEST MODELS 
FOR 1932 





2004—20/0 Size, 15 Jewel Movement, 14kt. White Gold 2005—20/0 Size, 15 Jewel Movement, 14kt. White Gold 
Case. Consumer, $60.00. Case. Consumer, $60.00. 








1102—18/0 Size, 7 Jewel Movement, 10kt. White Gold 
Filled Case. Consumer $25.00. ment, 10kt. Gold Filled Case. Consumer, $25.00. 


READY FOR IMMEDIATE DELIVERY—WRITE US FOR PRICE LIST 


a) 





ELGIN - HAMILTON American Watch Distributors ILLINOIS - WALTHAM ~ 
1015 CHESTNUT STREET PHILADELPHIA, PA. 


1100 (White) 1101 (Yellow) 18/0 Size, a Jewel Move-- 









































Watch repairing 


can be a valuable means of building up the prestige of a 
jewelry store as well as adding to its list of satisfied cus- 
tomers; and it can also be a profitable source of income. 
On the other hand, the watch repair department if in- 
competently handled can cause a jewelry store much loss 
of business and profit. 

Assuming, of course, that the jewelry store has a 
capable watchmaker, the next important consideration 
is the price charged for watch repairs. It is highly im- 
portant that the jeweler should receive a fair price for 
watch repairing. The jeweler who cuts prices on watch 
repairing is not a_public benefactor. He is doing a greater 
injustice to his customer than to himself. Considering the 
fact that the wages of good watchmakers are about stand- 
ard and that material prices are about standard, then it 
‘stands to reason that repair prices should be more or less 
standard. . Those familiar with the jewelry business know 
that the stores that charge the highest prices for watch 
repairing and that have all the repair work they can 
handle are not reaping any golden harvest from that 
‘source of income. Watch repairs should augment the 
income of the store. 

Taking the above into consideration it stands to rea- 
son that the stores that cut prices are either losing out 
on their watch repair department or else they are not 
giving their customers .honest watch repair service. Out 
-of fairness to the customer the store should charge a fair 
price that will enable it to give the customer a satis- 
factory job. 

The cut price watch repairer can only exist in a busy 
section of a big city where there is a transient trade. The 
only way he can cut prices is by “faking” the job and 
‘cutting down on the quality of the work. He does not 
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What Price Watch Repairs? 


By JosEPH DEAN 


care if the watch stops two weeks after it leaves his 
store. If the customer returns with a complaint he 
informs the customer that the watch must have been 
dropped and that another repair charge is necessary. 
After 16 years of experience in the watch repair busi- 
ness I know that the stores that charge-good prices and 
give first class work get all the watch répairing that they 
can handle. Expert workmanship and good service is 
a much better method of bidding for business than that 
of price cutting. The man who owns a Rolls Royce will 
not bring it to a Ford mechanic for repairs even though 
the shop specializing in Ford repairs might charge much 
less. His car represents too big an investment to take 


chances. —The man who owns a good watch will bring it: 


to a store that has been recommended for good workman- 


ship. He will not trust his watch to a repairer whose only: 


bid for the job is a low price. 


Recently a woman 
came into our store and asked for an estimate on repair- 
ing her watch. I looked it over and told her that it would 
cost her six dollars. 

“T just had this watch to another jeweler,” she in- 
formed me, “and he offered to fix it for five dollars.” 

“I assure you madame that we do not overcharge,” | 
told her. “We can give you a five-dollar repair job too, but 
we prefer not to. We guarantee that your watch will be 
as good as new when yé6u get it back.” She-left it. 

It is advisable to tell a customer that his watch needs 
a “good order” job or an “overhauling” instead of using 
the term “cleaning.” ‘The average person does not realize 
the amount of work involved in cleaning a watch. “Over- 
hauling” sounds more impressive. 
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SELL MORE WATCH BRACELETS FROM 
THIS ATTRACTIVE DISPLAY TRAY 
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PATENT PENDING 


Given Away Absolutely Free With 28nrment 


Properly demonstrated and displayed, Watch attachments are more easily sold. 


This TRI-PAD DISPLAY TRAY fits into space of two covered with fine black silk velvet. Tray only $12.00. 


regulation size trays now used in your show case. Use this sales appealing Tray to promote your watch 
The tray is given away free with Bracelets as illus- attachment business now. 


trated above or your selection. Illustrated folder on request. Ask our representative 


Nery rs 






















This permanent fixture is finished in walnut, ma- to call, or why wait, order one today. 
hogany or ebony, fitted with three removable pads, Wholesalers interested in tray only, WRITE. 
ERDMAN- BERG, INC. 
THE HOUSE OF WATCH ATTACHMENTS. BOX 92, FRASER, MICHIGAN 














A Unique Combination— 


ean Appointed and sia action, AB C 
WELLINGTON FIGURES 
SPEAK 





ELECTRIC 
CLOCK LAMP 


combining beauty 
with precision, can 
make this season one 
of increased profits 
for you 


According to the Audit Bu- 
reau of Circulations, THE 


JEWELERS’ CIRCULAR has 


the largest paid circulation of 


Guaranteed synchron- 
ous electric clock 
furnished in three 
colors: Orchid, Pastel 
Green, and Avalon 
Rose with beauti- q 7 : 
fully tailored lined any jewelry publication—the 
celanese silk shade to 
match. Ideally suit- 
able for boudoir or 
living room. 


largest in its history—devel- 
oped strictly upon the merits 
and contents of the book itself 











Size of dial 3” x 4”—Lacquered wood case. 


$7.70 Keystone list. 83.50 with alarm 


Manufactured by Central Calendar Clock Co. 
1551 Tell Place, Chicago, Ill. 


—an assurance of worth while 


Reader Interest. 









































SERIAL NUMBER 


























Received 
NAME Promised 
Repaired 
Repair record card used Aporess Delivered __ 
by Carl M. Barnes, . POCKET WATCH 
Size Make Grade Number O.F. | Heg. | Color] Metal Number 





Carthage, Mo., which 
































saves him time and 

trouble and creates a 

good impression on 
customers. 


af 


WRIST WATCH 





* A 


WHERE IS THAT WATCH? 


a these days 
when the repair department must be depended upon to 
bring in a good share of the actual bread and butter 
business it is necessary to use every aid that will facili- 
tate the business of keeping an accurate record of all 
work. Many of these departments in the smaller stores 
are not as carefully conducted as they should be, with 
the result that valuable time is lost and much annoyance 
caused by misplaced jobs. 

In the average medium sized store there are usually 
three persons. The proprietor, the clerk and the watch- 
maker. The Boss is busy trying to figure out how to 
make ends meet, the watchmaker is at work with his 
brushes and pagwood and the clerk is behind the counter 
when in comes Mrs. Smith. She asks: “Is my watch 
ready?” 

Now here is what happens in some stores. The clerk 
looks puzzled and starts asking questions and finally re- 
fers the case to the watchmaker after a futile search of 
the watch rack. The watchmaker spends some time dig- 
ging through the unfinished box and after some more 
questions as to when the watch was left for repairs and 
what was to be done finally finds it in the box. 

Any jeweler can picture this scene, with variations re- 
peated day after day in his store. Many wish that they 
could avoid so much agony when a watch is called for, 
and besides it leaves a bad impression on customers. To 
them their watches are important and they expect the 
jeweler to know all about every job when they call. 

Carl M. Barnes, a certified watchmaker at Carthage, 
Mo., has developed a system that fills the need. It saves 
time, trouble and worry and he often wonders how he 
formerly got along. Here is what he did. He had 2,000 
cards printed similar to the one shown herewith. They 
are the size of the standard filing card. He then pur- 
chased two small wooden card index boxes and one larger 
wooden index box. 
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When a watch is left for repairs a card is filled out 
at once with name, address and date received and when 
promised, together with the description of the watch 
under the head of “Pocket Watch” or ““Wrist Watch,” as 
the case may be. If the items of repairs and price have 
been determined they are added, and if not, they are 
added after repairing. The watch goes into the box and 
the card in a clip or box in front of the watchmaker. 
By running these over occasionally the watchmaker knows 
which watch to work on next. 


Ms. Smith’s turn has 


now arrived. Her card is laid out and the watch taken 
from the box and repaired. A record is made in the regu- 
lar repair book, all numbers and information needed 
being obtained from the card. ‘The serial number is 
scratched in the watch and placed on the card and the 
card then filed in one of the small card files which should 
be marked “Finished.” The other small filing box is 
marked “Charge Accounts.” 

When Mrs. Smith calls for her watch under this sys- 
tem the girl simply opens the card file and runs over the 
cards under S. If she finds the card the watch is ready 


and the full description thereon helps her find it at once 


on the rack. In case it is not ready the card will be 
among the “Unfinished” in front of the watchmaker or 
in one of three clips hanging handy. These clips are 
labeled “‘ Watches Sent Away,” “Estimates” and “Ma- 
terial Ordered.” If the card is in one of these the ex- 
planation is obvious. 


Assume now that her watch has been finished. If she 
pays for it the card is filed in the large permanent file, 
and if she has it charged it is placed in the charge file. 
When the bill is paid it is then placed in the permanent 
file. 
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BROADWAY 


PLENTY OF TIME!! 


When every minute counts, that’s the 
time you will be glad you’re stopping at 
the PARAMOUNT in the heart of the 
JEWELRY CENTER. No more rushing 
to make trains, no heavy taxi bills and 
no more “breakneck” speed to keep 
appointments. 

No wonder so many folks call the 
PARAMOUNT “home”... for a nice 
furnished room with bath, shower and 
running icewater costs so little! 








700 ROOMS 
From $3.00 Single 
5.00 Double 


10.00 en suite 


H 


Special rates for permanent guests. 


VISIT NEW YORK’S MOST BEAUTIFUL 
‘DINING ROOM 
THE PARAMOUNT GRILL 


daldmoun 


A6é STREET \VEST OF B\VAY 


Or 
< 


CHARLES L: ORNSTEIN 
++ *MANAGER--> >: 
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So-Called Swiss Watch Trust 


Proposed ‘Super Holding” in the Swiss Watch Industry Explained 


The latest news from Switzerland confirms the long 
expected creation of a watch Kartel called “Super Hold- 
ing.” This is what has been referred to in the American 
papers as the new “Swiss Watch Trust.” Already over 
90 per cent of all the manufacturers of watches and 
watch parts have pooled their interests in this new or- 
ganization. The new corporation was started in August 
at Neuchatel for the purpose of “effecting in Switzerland 
the concentration of the watch manufacturers and allied 
industries in the interest of a general re-organization of 
the entire watch production.” Those behind it are plan- 
ning to fully exploit all watch interests beginning with 
the controlling of the production as well as the sale of 
watch parts, and finally to fully control all the manufac- 
ture of watches. 

For this purpose credits to the extent of 30,000,000 
francs will be made available, partly through subscription 
of banks and the industry itself. Furthermore, a par- 
ticipation of from 7,000,000 francs to 13,000,000 francs 
is expected from the Swiss Government. However, no 
final action has been taken on the amount of the Goyv- 
ernment’s participation as yet. 

No doubt the “Super Holding” will have a beneficial 
effect in the stabilizing of prices of watches, not only in 
Switzerland, but throughout the entire world. It will 
disappoint certain elements in the trade which have been 
looking forward to additional “price cutting” in Switzer- 
land: in view of the fact that Swiss exports of watches 
have been considerably reduced—the first seven months 
of 1931 showed only 1,056,674 movements were exported 
as against 2,113,342 in 1930. 

However, it must be considered that the formation of 
the watch “Super Holding” has primarily the purpose 
to stop the exportation of watch parts to certain coun- 
tries, principally Germany, Japan, Russia, etc., where the 
assembling of cheap grade watches, using certain Swiss 
parts only has created a chaotic condition in the watch 
business, and has prevented the reputable merchants from 
the successful merchandising of “honest’’ Swiss timepieces, 
for which an international market has been built up after 
many years of effort and-through the good reputation of 
Swiss watches for generations. The efforts of these re- 
liable merchants have been killed by “racketeer” adver- 
tisers without any business morals, who have been selling 
cheap merchandise at fancy prices and demoralizing the 
entire industry. 

In speaking of this action of the Swiss watch trade 
last week J. P. V. Heinmuller, vice-president of the A. 
Wittnauer Co. and former president of the American 
Watch Importers Association, said: ‘““The ‘Super Holding’ 
referred to is expected to act as a stabilizer very much 
on the same lines as the Diamond Syndicate did in that 
industry. While it is not formed with a special purpose 
regarding the United States market it is nevertheless wel- 
comed here by reputable importers who in the past have 
had plenty of reason for complaint against the methods 
used by some Swiss manufacturers of parts and watches 
in the merchandising of their product in the United 
States. No doubt it will also enable the watch industry 
to better control the smuggling situation, which has 
grown to alarming proportions in the trade, as well as 
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the importation of dismantled movements which have 
been reassembled on a large scale in this country only in 
order to evade duty. Finally, the supervision of move- 
ments with “fake” jewels should be simplified by dealing 
with one powerful organization in Europe. 

“Last but not least, it may bring about the closer 
cooperation of importer and domestic manufacturer who 
may have common interests in fighting smuggling, in dis- 
tribution, credits, etc. These problems can be solved 
through mutual understanding only. The last tariff has 
shown again that nothing can be gained by “killing the 
goose that laid the golden egg” and a review of present 
conditions in the watch industry shows conclusively that 
the entire industry is suffering from more ailments today 
than before the enactment of the 1930 Tariff Act, not- 
withstanding the added protection given to domestic 
manufacturers of watches. No detailed comparison is 
necessary as every watch manufacturer, importer and 
jeweler knows the truth of this statement. 

“Let us therefore hope that the ‘Super Holding’ planned 
by forceful men of vision in Switzerland may bring some 
light to America and help lay a foundation which will 
eliminate the “racketeer” in the watch business and pro- 
tect at the same time domestic manufacturers and im- 
porters alike with the ultimate intention of bringing an 
approachment of interest between the importer and the 
domestic manufacturer in a common effort for the good 
of the trade. 

“Exports necessitate imports, competition creates de- 
mands, and with proper distribution and careful supervi- 
sion the watch consumption of the American public can 
be increased to bring back ‘good times’ to reputable 
jewelers.” 





A Correction 


In the special article in the October issue, based on the 
address of William Gibson of the Cole & Young Co., 
before the A.N.R.J.A. convention at Detroit, an error 
crept in which in justice to Mr. Gibson and ourselves, 
should be corrected. 

Under the picture of Mr. Gibson and on page 101 
describing the methods which increased the business of 
the Cole & Young Co. 500 per cent, we used the term 
“last year.” The natural inference was that the 500 
per cent was the increase last year, when, as a matter of 
fact, it was the amount of increase covering the seven 
years the firm has been in the credit business. 





Last Month’s Cever 


The pieces of silverware illustrated on the cover of 
THE JEWELERS’ CiRCULAR for October were designed 
by Peter Mueller-Munk, creator of hand-wrought silver. 
Many of his pieces are on exhibition in the museums of 
this country and recognition of his ability is widespread. 

*Mr. Mueller-Munk follows definite principles in his 
work which, perhaps, may explain the delicate beauty 
he has achieved in silverware design. He says: “The 
charm of silver depends on carefully balanced proportions, 
grace of line or shape, and the clever use of the metal 
to make it show all its inherent qualities.” 
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MODERNISTIC ONYX 
INITIAL RINGS.. 

















= Rings that will 
appeal to your customers 
with their novelty and 
beauty of design. They 
are made in 14K Green, 
Yellow or White gold. 
Fine Quality Onyx. The 
initials can be lowered— 
(COUNTERSUNK) into, 
or secured on top of Onyx. 
Supplied in two or three 
letters with or without 
diamond. We are pre- 
pared to ship immediately. 





























“Countersunk” 


Pat. Pending 


INITIALS 
WILL NOT 
CATCH 


or 


LOOSEN 








RABINOWITZ & KATCHER 


Manufacturing Jewelers 


49 Maiden Lane, New York City 
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NEWARK 


QUALITY JEWELRY 








Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Camee Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brocches, 

Rings, Earrings and _ Bracelets 
Diamend Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


81-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENRY RUFEISEN-IN 


MANUFACTURERS OF 


RINGS orASQUALITY 


Factory and Main Office—126-128 South Street 
Chicage Office, 81 N. State St. 


INKLESS 
ARCH CROWN MFG. CO. 


Send for Samples 
TOOLLESS 
81 Warren St. Newark, N. J. 


TAGS =. 
ALL COLORS 
Originaters and Patentees 





SCHUMAN & DONCHI, Inc. 
Creators and Designers 


of Distinctive Ring Findings 


81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
“REFINERS OF PRECIOUS METALS 
Clinton Refining Co., Inc. 





RINGS—A Specialty with 


LOUIS BLEIBERG 
336 Mulberry 9. 


91-93 East Kinney St. 
NEWARK’S HOUSE 
COMPLETE STONE SERVICE 

DIRECT IMPORTERS 
EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 





CLASPS 


Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 








G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only 
891 Mulberry Street Tel. Market 8820 
New York Office, 93 Nassau St. 








sTERNSET 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 
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Jewelers 24 Karat Club to Omit Annual Banquet 


By a unanimous vote the members of the Jewelers 24 
Karat Club at a meeting held Wednesday at the club 
rooms, 15 Maiden Lane, New York, decided to omit the 
annual banquet which was scheduled to be held on the 
last Saturday of January next. The action was taken at 
the recommendation of the Board of Directors. The 
members at the same time commended the action of the 
directors in appropriating $3,000 from the treasury as a 
donation to the Unemployment Relief Fund of New 
York. 

Last year the club held its banquet but donated $5 
from the price of each application for tickets toward the 
relief fund making a donation of $3,000. This year 
owing to general conditions, it was decided that the 
banquet be omitted but to follow the precedent and make 
the same donation toward the unemployment relief. 





Control of Platinum 


New English Company to Sell Production of Russia, 
South Africa, Colombia and Canada 


Lonvon, Oct. 21.—A world platinum accord was an- 
nounced in London today. 

The accord, the announcement said, results from a new 
English company—Consolidated Platinums, Ltd.—hav- 
ing concluded contracts to buy and resell virtually all the 
new platinum production originating in U. S. S. R. 
(Russia), Canada, South Africa and Colombia, constitut- 
ing the major portion of the world’s output of this precious 
metal. 

The company concluded its contracts after six months 
of negotiations in London among the principal producers 
in U. S. Soviet Russia, Canada, South Africa and Colom- 
bia, including Edelmetalle-Vertriebs Aktiengesellschaft, 
the Mond Nickel Co., Ltd.; Johannesburg Consolidated 
Investment Co., Ltd.; New Consolidated Gold Fields, 
Ltd., and Compania Minera Choco Pacifico. 

The Company will be managed by a Committee con- 
sisting of representatives of the above companies with 
P. L. Ginsburg and E. B. Howard White as joint mana- 
gers. 

Sale of platinum which the newly-formed company will 
buy will be through existing distributors and dealers; 
thus, there will be no change in present distribution 
methods. 

When asked about platinum prices, a member of the 
Management Committee gave a personal opinion, but 
emphasized that he was not attempting to represent the 
views of the company. He said: 

“Of course, no one can forecast the future price of 
platinum, since in the last analysis it must always reflect 
market conditions. The present price, however, is a fair 
one both from the standpoint of producers and consumers, 
and having due regard to the cost of production and other 
factors involved, I can see no reason why it should not 
remain for some time at the present level. Variable and 
rapidly fluctuating prices are extremely undesirable both 
to the producer and consumer of platinum.” 

In connection with its promotional program, the com- 
pany will make a study of various industrial fields and of 
the jewelry market with a view to finding new applica- 
tions for platinum, while, at the same time, making better 
known the present uses of this metal. 
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This free 


CREDIT COIN 





cashes checks and 
establishes your 
identity at once 


You can avoid bothersome, em- 
barrassing delays in getting checks 
cashed in the 24 big cities listed 
below. The United Hotel Credit 
Coin also saves valuable time in 
checking out. Unexpected demands 
for money can be met at once. With 
only your registered number on the 
coin, no one else can use it. Take 
advantage of this convenience. 
Send for your free coin right now 
—using the coupon below. 


One of the extra services of these 25 


UNITED HOTELS 


NEW YORK CITY’S only United . . .. The Roosevelt 





PHILADELPHIA, PA....... The Benjamin Franklin 
GRNTTEE, WA cc ccccvicdenxecucns The Olympic 
WORCESTER, MAGE. « ... 06s cccccces The Bancroft 
PUI Wi i wih ss deoeeud The Robert Treat 
PATERSON, N. J......- The Alexander Hamilton 
TRIE. 5c cccee i cccccwas The Stacy-Trent 
pT eer re The Penn-Harris 
po rere re The Ten Eyck 
The Onondaga 

cxduacaduns The Seneca 

DUAR BEES, TAY. 5 os 5 cc cciccees The Niagara 
at Sid ar aia ar Wen aoa ak ee aa The Lawrence 
Picduscecancncaoeen The Portage 

WOM MN id dik ccticiccuccadanees The Durant 
AAG CHIE PN is wos dc cdwnwees The President 
FORM, ABs 6 cc cnwedccccas El Conquistador 
SAN FRANCISCO, CAL. .......... The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
WOR OREBA EAs ccks cc cccccas The Roosevelt 
NEW ORLEANS, LA. ............-. The Bienville 
TORONTO, O8GT... <i cccccce The King Edward 
NIAGARA FALLS, ONT. ..........--- The Clifton 
WINDSOR, ONT. ........... The Prince Edward 


KINGSTON, JAMAICA, B.W.1.. The Constant Spring 


WORTH CLIPPING TODAY 





UNITED HOTELS COMPANY 
1418 United Building, Niagara Falls, N. Y. 


Kindly send me complete details 
and a blank for your Credit Coin. 


Name 


Address ple ' —_ “4 
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CHAS. GOLD & CO. Sellic’ 








36 West 47th Street, New York ——— 
Manufacturers of — 
GOLD AND PLATINUM NOVELTIES | nitia : and 









WT ee mblem 
: | Rings 
OIN the ranks. Don’t pass 
up the opportunity of re- 
alizing a handsome profit on 
these fast selling modern rings. 
Initials and Emblems made to 
order, and full cut diamonds 
supplied at prevailing market 


prices. Made in 14K. White, 
Yellow and Green Gold. 























WATCH FOR OUR SPECIAL 
ANNOUNCEMENT NEXT MONTH. 




































































Check Holder—made in 14K Gold, Sterling Silver or combination. An Write for Illustrated Price List 























ideal Christmas Gift. 36/508 
Cigarette Cases peng | Cases 
Powder Boxes SPECIAL Key Chains SELTZER BROS. 
Photo Lockets ORDER Compact Cases 
Knives WORK Hand Mirrors Manufacturing Jewelers and Importers 6% 30 DAYS TO 
Cigar Cutters Lipstick Holders RATED JEWELERS 
Bi 1 Holders ~~ Check Book Holders 80 Nassau St., New York ; 
ey Holders igarette olders 
Buckles BRyant 9-9446 Match Boxes 
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| \ 
Swan-Swallow and f 2G 
Combination Wad K ARBLY. e 


PENS AND PENCILS 
. Platinum Ring Finding Co. 


































The Ideal Gift for 9-11 Barrow Street New York 
Christmas PLATINUM RING FINDINGS 
for every member FOR THE 
of the family. MANUFACTURER EXCLUSIVELY 
LET US SUPPLY YOUR NEEDS 
IN 
We are Whole- DIAMOND MOUNTINGS 
sale Distributors DINNER RINGS 
of these products GENTS’ RINGS 
and invite your orders 10% IRIDIUM OR SPECIAL PLATINUM 
+48 
ASK TO SEE 
KARLAN & BLEICHER, INC. 
We can make prompt delivery at all times ‘\ GOLD RING FINDINGS é 
LARGEST AND MOST 
Jos. B. Bechtel & Co., Inc. constant 


| Wholesale Jewelers 
“see Sansom Street Philadelphia, Pa. 





“ ON THE wad 

















Quota of $90,000 for Jewelry Trade 
in Jewish Charities Campaign 


A quota of $90,000 has been allotted to 
the wholesale and retail jewelry and 
precious stones division in the 1931 cam- 
paign of the Federation for the Support 
of Jewish Philanthropic Societies of New 
York, it is announced. Walter N. Kahn 
of L. & M. Kahn & Co., has been named 
acting chairman in this division for the 
Business Men’s Council of Federation, the 
money-raising unit of Federation. 

Ninety-one charities are supported by 
the $5,230,000 budget that must be raised. 
Annual pledges have brought in $3,000,- 
000, leaving a deficit of $2,230,000 to be 
covered. Paul Block, publisher, is cam- 
paign chairman. 


Gruen Watch Co. Reports Increase in 
Business 


CINCINNATI, Oct. 12.—Whether it is be- 
cause of the approaching holiday season 
or just another step in the return to 
normalcy cannot be determined, but the 
fact remains that the Gruen Watch Co. 
is experiencing a decided increase in 
business. Fred Gruen, president of the 
firm, announced today that shop men are 
working three nights a week in addi- 
tion to the day shift to take care of the 
increasing number of orders.* 

The plant worked in full operation all 
during September and had to put in two 
extra nights a week on top of the regular 
run, but the overtime work was increased 
recently to take care of the business. Mr. 
Gruen also declared that shipments from 
Time Hill on McMillan St. during August 
and September, were greater than those 
in the same period of 1930. 


Executive Board of Retail Jewelers 
Association of New York Holds 
First Fall Meeting 


The Executive Board of Retail Jewel- 
ers Associations of New York met for 
the first time this season on Oct. 2 at the 
Hotel Astor. The meeting was well at- 
tended. Phineas Peters presided. The 
question of misrepresentation in adver- 
tising was discussed at length. 

Mr. Peters reported on the A.N.R.J.A. 
convention, which he had attended as 
official representative of the Board. Mr. 
Peters’ remarks were supplemented by 
Mr. Evans, secretary of the A.N.R.J.A. 

Henry Astor, as chairman of the ar- 
rangements committee for the convention 
of New York City Jewelers, to be held 
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March 21-22 at the Astor Hotel, reported 
progress in this work. 

Of great interest to the members was 
the “Plan for Cooperation” introduced 
by Mr. Astor. This plan suggests that 
a committee of retail jewelers cooperate 
with and give aid to New York retailers 
who are in financial difficulties. The 
purpose of this plan will be to eliminate 
waste in connection with financial ad- 
justments, to avoid bankruptcy proceed- 
ings and preserve the assets of the 
debtor. The need of such a plan was out- 
lined by Mr. Astor and an attempt is 
being made to secure the cooperation of 
the National Jewelers Board of Trade 
in putting the plan into effect. 


Holdup Bandit Robs Diamond Dealer 


CINCINNATI, Oct. 13.—A hold up in the 
Fountain Square building at Fifth and 
Walnut Sts., in the very heart of Cin- 
cinnati, Monday afternoon, resulted in 
the loss of gems valued at $4,000. 

Victor Hagen, diamond dealer on the 
fourth floor of the structure was alone 
when a man about 35 years old entered 
and said he had a diamond for sale. He 
reached for his rear pocket, but instead 
of pulling out a gem stone he yanked 
out a revolver which he aimed at Hagen. 

In his report to the police, Hagen said 
the thug ordered him to open the safe, 
threatening his life if he failed to do so. 


. After the intruder had obtained some un- 


set diamonds he forced Hagen to sit on 
a chair to which the jeweler was bound. 
His mouth was also taped. It took about 
20 minutes, after the robber had de- 
parted, for Hagen to work loose from his 
bonds and he immediately sent in a call 
for the police. 

The robber was described as being 
five feet seven inches tall, weighed about 
165 pounds and wore a blue suit with a 
light soft hat. 


Charges Patent Infringement 


The Warren Telechron Co., Ashland, 
Mass., in the northern district of Illinois, 
eastern division, has filed suit against the 
Hammond Clock Co., Chicago, for al- 
leged patent infringement in the manu- 
facture and sale of the Bichronous clock, 
recently put on the market by the Ham- 
mond company. 

Warren patent Nos. 1283431, 1283434, 
1522217 and 1564803 are cited in the bill 
of complaint which asks for both a pre- 
liminary and a permanent injunction 
against the defendant company, as well 
as an accounting for profits and dam- 
ages. 
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Jewelry Trade Club Elects Officers 


The Jewelry Trade Club held its an- 
nual meeting and election of officers Oct. 
8 in the club rooms at 20 W. 47th St., 
New York. There was an excellent at- 
tendance at the meeting and all enjoyed 
the dinner and bridge which followed. 

The new officers are as follows: Presi- 
dent, Leonard Katz; vice-president, Ben 
Cohen; secretary, Aaron Sverdlik; trea- 
surer, Joseph Rees. The board of di- 
rectors includes Isadore Lassner, Edward 
L. Stern, Milton Heller, Herbert Kreils- 
heimer and Jerome Richheimer. 


Retail Jewelers Visit Hamilton Plant 


PHILADELPHIA, Oct. 5.—Officials of the 
Pennsylvania Retail Jewelers’ Associa- 
tion and members of the trade here are 
enthusiastic over their visit to Lancaster 
and inspection of the Hamilton Watch 
Co.’s plant on Sept. 30. Almost 100 re- 
tailers were present with representatives 
also from Reading, York and Harrisburg. 

The party left this city at 9.30 a.m., 
in a motorcade, and reached Lancaster 
about noon. After luncheon at the Hotel 
Brunswick, with several Hamilton of- 
ficials, the visitors drove to the plant and 
visited every department of the plant. 

Following the inspection, the party mo- 
tored to the Lancaster Country Club as 
guests of the company at a dinner and 
entertainment. 


Brings a New Face to the Industry 


C. O. Bross, vice-president of the 
Traub Mfg. Co., Detroit, Mich., states 
that two or three years ago, there were 
sufficient signs to convince his company 
that we were in a new era. They knew 
that the pace for the manufacturer, and 
retailer as well, was going to require 
speeding up—that it was going to be nec- 
essary for those who wished to keep 
their business on a sound basis to tune 
up to this new era. And as a result they 
made extensive investigation to find the 
right man with the broad, sound, prac- 
tical merchandising background which 
man turned out to be S. E. Salter, who 
was formerly connected with one of the 
large national weekly magazines. 

Mr. Salter has brought to the jewelry 
trade a well rounded experience in all 
phases of merchandising, and a perspec- 
tive and viewpoint which has not been 
clouded by having been too close to our 
picture. 
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SPLIT-PROOF 


Your Jobber Has It 


American Made 


Protected by 
Our Patent No. 1799868 


> 


D v* ‘Op S, 
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STYLES STYLES 
SPLIT PROOF SPLIT PROOF 
$2.75 PER CARD INLAY 






| $3.75 PER CARD 


AN 
stn a NEW YORKER 
$3.25 PER CA “i $4.25 PER CARD 
PRICES PRICES 
INCLUDE INCLUDE 
BUCKLES BUCKLES 


GENUINE LIZARD, OSTRICH, ALLIGATOR 
PER CARD — $6.00 — PER CARD 


NO STITCHING TO BREAK OR 
END TO SPLIT 


MADE ONLY IN GENUINE LEATHER 
A. SAUER & CO. 


Glenn Building, Fifth and Race Cincinnati, Ohio 
307 Fifth Avenue, New York 














LEARN ENGRAVING 


Learn how to lay out attractive monograms 
and how to engrave them, how to do cellu- 
loid engraving and fillng in engraving. 
Wm. Kassel’s “Short Course in Engraving 
for Jewelers” tells you how. 


It also gives full instructions for Making 
Wax Colors, “Tinting,” Raised Gold and 
Silver Letters on Celluloid, The Care and 
Sharpening of Gravers, etc., etc. Interest- 
ing, instructive, illustrated. Order a copy of 
this valuable booklet today. Send fifty cents 
to— 
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239 West 39th Street New York, N. Y. 














edin 





CIRCULAR 


November, 193] 





KNIVES 
KNIFE & KEY COMB. 





Manufacturers of 
VANITY CASES CIGARETTE HOLDERS 
DORINE BOXES CIGARETTE CASES 
LIPSTICK HOLDERS CHECK BOOK HOLDERS 
HAND MIRRORS MATCH BOXES 
COMBS SUSPENDERS 
PHOTO ALBUMS CARD CASES 
PHOTO LOCKETS LIGHTERS 
BRACELETS 
KEY HOLDERS 
BILL HOLDERS 
BILL CLIP & PENCIL COMB. 

ALSO SPECIAL ORDER WORK 
Combination key holder, pencil, and bottle opener, made 
in 14K Green Gold. An excellent Christmas item. 
7-11 West 45th Street New York 
BR t 9 _ 

es 3175 
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IN THE 
GRAND CENTRAL 
SECTION 


i * to everything in New York... railroad ter- 

minals, Times Square, Fifth Avenue shops, etc. As 

homelike as though you had planned it yourself. 
Radio in every room. 


$ 3-00 800 


PER DAY ROOMS 
AND UP 800 BATHS 


Single rooms $3 to $5 per day 
S> Double rooms $4 to $6 per day 


HOTEL 





























~ [MONTCLAIR | — 


49th to 50th Sts., on Lexington Ave. 


NEW YORK CITY 
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S. Gregory Taylor, President 
Oscar W. Richards, Manager 


























New York Traveling Men Robbed 


Julius H. Moss of Julius H. Moss & 
Bro., 48 W. 48th St., New York, and Wil- 
liam Duff of the William Duff Co., 20 W. 
47th St., were held up Oct. 14, in Mr. 
Duff’s car while waiting for a red traffic 
light to change at Tenth Ave. and 48th 
St., by two thugs who took them to the 
hallway of a tenement house where they 
stripped the two men of jewelry valued at 
approximately $30,000. 

The jewelers were returning from 
Philadelphia where they had _ been 
calling on the trade. The bandits jumped 
on the running board of the automobile, 
one on each side, forcing Mr. Duff to 
turn around and drive to a house on 47th 
St. between 10th and 1lith Aves. There 
the jewelers were led into the hall and 
relieved of wallets containing the jewelry. 

Mr. Duff fixes his share of the loss 
at about $23,000, while Mr. Moss reports 
his to be in the neighborhood of $7,000. 
Both losses were covered by insurance. 

On Saturday, Oct. 17, the police ar- 
rested three men suspected of the crime. 
Police say that they found in their posses- 
sion two brief cases containing diamonds 
and a loaded revolver. The value of the 
diamonds recovered is set at only $1,500. 


Governor Appoints J. P. Archibald 
College Trustee 


BuairsTOWN, PaA., Oct. 15.—For the first 
time in 57 years, appointment of a man 
other than a resident of Indiana, has been 
made from Harrisburg on the Board of 
Trustees of Indiana State Teachers’ Col- 
lege. Governor Pinchot has appointed J. 
P. Archibald, Blairsville jeweler and 
former educator, to serve on the college 
board of tiustees. Mr. Archibald is a 
former president of the A.N.R.J.A. 

The appointment came as a complete 
surprise to Mr. Archibald. His activities 
in educational lines immediately after he 
was graduated from Indiana Normal, 
and for many years after, gave him a 
place of prominence among educators at 
that time. His continued interest in 
school work, it is likely, has had much to 
do with his appointment. 


A. Y. Boswell, Tulsa, Okla., Help Up 
and Robbed 


Tusa, OKLA., Oct. 2.—A. Y. Boswell, 
head of the A. Y. Boswell Co., was lured 
from his home on Sunday, Sept. 27, by a 
fake telephone call and upon reaching 
his store at 308 Main St., this city, was 
met by two bandits who forced him to 
open his vaults and turn over diamonds, 
watches and jewelry totaling a whole- 
sale walue of $58,500. 

Mr. Boswell said that the man who 
made the phone call had represented him- 
self as desiring to purchase several 
trophy cups that afternoon. Unsuspect- 
ing, he went to the store and as he turned 
the key in the door to enter, he was 
pushed in by two men with revolvers. 
At the point of gun he opened the safes. 

The watchman, reporting for work, 
found traces of the robbery and sent 
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for the police who arrived just in time 
to save Mr. Boswell from suffocation. 
A safe expert opened the vault as the 
imprisoned jeweler called out the num- 
bers of the combination from within. 

The loss was completely covered by 
insurance. 


Samuel J. Gross Indicted for Con- 
cealment of Assets 


HarrisBurG, PA., Oct. 10.—Samuel J. 
Gross of Scranton, Pa., was indicted by 
the Federal Grand Jury sitting Oct. 7, 
charged with a violation of Section 29B 
of the National Bankruptcy Act, to wit, 
concealing assets from the receiver and 
trustee in bankruptcy. 

Gross formerly operated a retail music 
and jewelry store at 139 Wyoming Ave., 
Scranton, under the trade style of Key- 
stone Music & Jewelry Co. In statement 
filed with the National Jewelers Board 
of Trade under date of Feb. 10, 1928, 
he claimed assets of $39,482.28, liabili- 
ties of $9,674.78 and net worth of $239,- 
807.50. 

In January of 1929 an involuntary pe- 
tition in bankruptcy was filed against 
him. His liabilities exceeded $50,000 and 
the assets were purchased by his brother 
and brother-in-law for slightly over $4,- 
000. Creditors applied to the Board of 
Trade for investigation of the situation 
and with the cooperation of the National 
Association of Credit Men a complete 
investigation was made and the results 
thereof placed with the authorities. 


New York Diamond Dealer Robbed 


Abraham Suderov, diamond importer 
at 749 W. 46th St., New York, was held 
up and robbed of loose diamond and 
mounted goods at a total value of $90,000 
on Monday afternoon, Oct. 13. 

Mr. Suderov, his brother Morris, a 
stenographer and an errand boy were 
alone in the office at about 5.05 p.m., 
when the door opened and two masked 
men with revolvers came in and herded 
the four into a narrow space between a 
safe and a cabinet. The thugs tied their 
hands behind their backs and then rifled 
one of the three safes which had been 
left open. 

Mr. Suderov had planned to leave for 
his annual trip to Boston that evening 
and two wallets of diamonds lay in the 
open safe. Having taken everything of 
value from that safe, the gun men ordered 
Morris Suderov to open the other safe 
and when he said he did not know how 
they beat him brutally. His brother was 
treated in a like manner and then the 
four victims were marched into the ante- 
room where the thugs forced Mr. Suder- 
ov, the stenographer and the boy into 
lockers which stood against the wall, 
locking them in. Morris they bound se- 
curely, hand and foot. 

The boy managed to force the door 
of his locker and rushed to the hall, but 
there was no one in sight. He then 
turned in the alarm and the police ar- 
rived shortly after. 
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Sneak Thief Gets $15,000in Diamonds 
from New York Importer 


Nathan Toplitt, diamond importer at 
354 Broadway, New York, was robbed of 
loose diamonds valued at $15,000 on 
“Oct. 5 when a sneak thief snatched three 
leather wallets wrapped in newspaper 
which he was carrying under his arm 
while standing in the lobby of his build- 
ing. 

The theft was so sudden that before 
the importer could recover sufficiently 
from the shock to give the alarm, the 
thief had escaped. The gems were the 
personal property of Mr. Toplitt and he 
said they were not insured. 


William H. Traub 


Detroit, Oct. 2.—William H. Traub, 
57 years old, secretary and treasurer of 
Traub Bros. & Co., retail jewelers for 
36 years in business at 128 Woodward 
Ave., died at his home, “Inwood,” on 
Lasher Rd., in Bloomfield Hills, early 
today. He was stricken a week ago with 
pneumonia. His illness was complicated 
as a result of a weak heart. 

With his brother, Robert H. Traub, he 
opened the jewelry business on Wood- 
ward Ave. as a branch of a business 
which had been established by his father, 
Christian M. Traub and his uncle, Jacob 
F. Traub, on Jefferson Ave., back in 
1857. 


He is survived by his widow, Mrs. 
Mary Clark Traub. 


Officers of Waterbury Clock Co. 


At a recent meeting of the board of 
directors of the Waterbury Clock Co., 
Waterbury, Conn., Irving H. Chase, for- 
merly president, was elected chairman 
of the board of that company; C. W. 
Curtiss of South Orange, N. J., president 
and general manager, and William H. 
White of Waterbury, treasurer. 


Mr. Curtiss was for 17 years associ- 
ated with John Alvord, Torrington, in 
his various interests including the Split- 
dorf Electric Co. He was later associ- 
ated with John Willys at Toledo. 


Frederick C. J. Wiss 


Newark, N. J., Oct. 10.—Frederick C. 
J. Wiss, president and treasurer of J. 
Wiss & Sons Co., manufacturers of cut- 
lery and jewelry products, died at his 
home in East Orange yesterday. He was 
73 years old. The business had been 
founded over 80 years ago by his father, 
Jacob Wiss, who started in with a small 
shop selling surgical instruments and 
shears. The business grew and in 1890 
it was divided into three companies, one 
of which is now Wiss Sons, Inc., the re- 
tail jewelry store at 665 Broad St., New- 
ark. Jerome B. Wiss, a cousin of the 
deceased, is president of this concern. 

Mr. Wiss leaves his widow, two sons 
and a daughter. 
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| A POPULAR SELLER 





One dozen assorted Rings; Sterling Silver Mountings, Gold 
plated; including fine Velvet display box............. $9.60 


Necklaces mounted with Genuine Carved Stones in Jade, 
Coral, Lapis, Turquoise, Carnelian, Amethyst, Rose Quartz 


NN ee eer at $7.50 each 
Oe eee reer $ 4.50 each 
eS are 13.20 doz. 
Brooches in carved—Jade, Amethyst, Car- 

nn, I NE ag oa os cis eee cvaee 14.00 doz. 


W. COLE DUDLEY 


Importer of Semi-precious Stones 


512 Fifth Ave. New York, N. Y. 
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CASH 
for your Scrap Gold 





Turn your old jewelry, 
polishings, sweepings 
into cash ~ full value. 


Our check will be sent to you 
promptly. 


> SPYCO « 


Smelting & Refining Co. 


MINNEAPOLIS, MINNESOTA 
51 SO. THIRD STREET 
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“FOR THE PEOPLE” 


A great, modern hotel located “just a step from 
Broadway.” Adjoining countless theatres, railroad 
terminals, piers, shopping and business centers. 


* 
1400 ROOMS 


Each with Bath [Tub and 
Shower] Servidor and Radio 


* 
DAILY RATES 


Single #3 84 %5 
Double 94 85 %6 


“yore. LINCOLN 
4Ath to 45th St. at 8th Ave.—New York 


ROY MOULTON, Manager 














Daily Rates Reduced 


$2.50 per day without bath 

$3.00 per day with bath 

$4.00 per day double with 
bath 






y of the famous swimming pool- 


ELTON 


at 49* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The most enjoyable 
hotel atmosphere 
in New York. 

Ce eee 














Jewelry Industry Quota $60,000 for 
Unemployment Relief 


The jewelery industry has organized to 
do its share in the effort to raise $12,- 
000,000 in New York through the Emer- 
gency Unemployment Relief Committee. 

The sum of $50,000 was subscribed last 
year through the Jewelers Committee 
headed by M. D. Rothschild. The quota 
for this year has been set at $60,000 by 
G. H. Niemeyer, chairman. More than 
100 volunteer workers will call upon the 
trade and it is expected that the jewelry 
industry in New York city will maintain 
its reputation always to do its share and 
a little more, in any emergency. 

Associated with Mr. Niemeyer as chair- 
man, are J. Mehrlust and Frank Sloan, 
vice-chairmen, and the following sub- 
chairmen of committees in the various 
branches of the trade: Arthur Lorsch, 
Nathan Heymann, Frank Sloan, Bert F. 
Young, I. W. Cokefair, Julius Kaufman, 
Henri Schwob, J. Ernest Stern, F. Crosel- 
mire, F. G. Henry, Charles Marx. 


). F. Hartwell Indicted 


Houston, TeEx., Oct. 20.—Jean F. Hart- 
well, formerly engaged in the retail 
jewelry business at Galveston, was in- 
dicted on Oct. 6, 1931, by the Federal 
Grand Jury, charged on two counts with 
concealment of assets from his receiver 
and trustee in bankruptcy. 

Hartwell filed a voluntary petition Jan. 
9, 1931, scheduling assets of some $9,000 
and liabilities of about $6,000. He was 
known to have issued a statement on 
July 3, 1930, in which he claimed assets 
in the business, exclusive of machinery 
and fixtures of $25,500 and liabilities of 
only some $2,000; also to have other in- 
terests in bonds, lands and oil royalties 
of a probable value of $100,000 to $200,- 
000. Creditors promptly applied to the 
National Jewelers Board of Trade for 
investigation and with the cooperation 
of the National Association of Credit Men 
an investigation was instituted and the 
indictment followed. 

Hartwell is in jail at Galveston await- 
ing trial. 


V. A. Corrigan, Houston, Fatally 
Injured in Auto Crash 


Houston, Tex., Oct. 17.—V. A. Cor- 
rigan, head of Corrigan, Inc., 615 Main 
St., died yesterday morning at 10 a.m., 
at St. Josephs Infirmary from injuries re- 
ceived in an automobile accident Oct. 16. 
He was 40 years old. Funeral services 
were held Saturday from his late home 
with burial in Forest Park Cemetery. 

The fatal accident occurred when Mr. 
Corrigan’s car and another coming in the 
opposite direction collided on the Old 
Spanish Trail. The impact threw Mr. 
Corrigan against the steering wheel, 
crushing his chest. A broken rib punc- 
tured his lungs. 

Deceased was a widely respected and 
leading business man of Houston and his 
death in the heyday of his career came 
as a great shock to the business world. 
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He was well known in the jewelry trade 
also and looked upon by all as a mer- 
chant of exceptional ability and principle. 
He was a member of the Chamber of 
Commerce, and an officer of the Second 
National Bank. 

Surviving are the widow, Mrs. Leila 
May Corrigan, and two children, Robert 
Edward and Patricia Ann. 


Rodgers & Krull Closing Out 


LovuIsvILLE, Ky., Oct. 19.—Announce- 
ment was made in Louisville Thursday, 
that the old retail jewelry house of 
Rodgers & Krull, founded 50 years ago, 
was closing out. This business was 
founded by Ben F. Rodgers, and a short 
time later Edward A. Krull joined him 
as a partner. In October, 1880, Rodgers 
opened his first store at 4th and Market 
Sts. Several changes in location were 
made and for the past few years the busi- 
ness has been on Broadway, just west of 
4th St., with another entrance on the 
Brown Building Arcade. 

Ben F. Rodgers, who is well along in 
years, has been ill most of the past year, 
and unable to give much time to the 
business, being confined at his home most 
of the time, and his physicians advising 
him to quit active business. 

The sale started Oct. 15, and was 
scheduled to run for 60 days. 


Death of C. J. Straehle 


Charles J. Straehle, secretary and 
manager of Enos Richardson & Co., 21 
Maiden Lane, New York, died Oct. 11 
following a heart attack suffered while 
playing baseball in a field near his home 
in East Orange, N. J. Mr. Straehle was 
46 years old. 

He began his business career 30 years 
ago, starting with the Richardson com- 
pany as an office boy. He later became 
a salesman and finally attained the posi- 
tion of secretary, director and manager. 

Mr. Straehle was active in political 
and civic affairs in East Orange, being 
president of the Fifth Ward Civic As- 
sociation and a member of the Fifth 
Ward Republican Club. He was a mem- 
ber of the 24 Karat Club, a director of 
the Jewelers Security Alliance and also 
of the Jewelers Board of Trade. He be- 
longed to the Ophir Lodge F. & A. M. 
and the American Legion. 

Funeral services were held at the In- 
carnation Episcopal Church, East Orange, 
of which the deceased was a member. A 
profusion of floral tributes and a large 
attendence of friends attested to the 
esteem in which he was held. The 
American Legion sounded taps and the 
Ophir Lodge conducted Masonic services. 
Interment was at Woodlawn Cemetery. 

Surviving are the widow, Anna B. 
Straehle, his mother and father, and two 
sisters. 


Horace W. Coe 


New RocHELLg, N. Y., Oct. 10.—Horace 
W. Coe, jeweler of 17 Union Ave., this 
city, died Oct. 8 in the City Hospital at 
the age of 70 years. He was born in 
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New Jersey and came to New Rochelle 
33 years ago. “He is survived by a 
brother, Samuel Coe, also of New Ro- 
chelle. 


William H. Trost 


William H. Trost, factory superinten- 
dent of J. B. Bowden & Co., Inc., 15 
Maiden Lane, New York, died Oct. 2 at 
his home at 589 30th St., North Bergen, 
N. J. He was 67 years old and had been 
with the Bowden concern for 52 years. 
Death came after a week’s illness of 
pneumonia. 

He was born in Jersey City, starting as 
an apprentice with the firm in 1880. He 
was a member of the Foresters of Amer- 
ica, the Royal Arcanum and was treas- 
urer of the Jersey City Building and Loan 
Association. 

Surviving are the widow, two sons and 
a daughter. 

Funeral was held Oct. 5 from the late 
home with burial in the Fairview Ceme- 
tery. 


Diamond Imports Increase 


Diamond imports for August showed 
up a little better than the previous month 
amounting to approximately $1,480,000 
as against $1,242,000 in July. This was, 
of course, less than half the amount 
brought in in August a year ago, but 
under the circumstances it was hailed as 
an encouraging sign. 

August imports show little encourage- 
ment for our diamond cutters as the 
rough imported amounted to but slightly 
over a quarter of a million dollars, 
whereas the value of the cut was over 
$1,200,000. 


Platinum Market 


During the month of August the United 
States purchased platinum and_ allied 
metals of a total value of $225,511. Of 
grain nuggets, sponge or scrap, 3086 troy 
ounces came from Colombia, with 313 
ounces of this material from the United 
Kingdom and three ounces from Canada. 
Colombia also led in exports of ingots, 
bars, sheets or plates not less than one- 
eighth of an inch thick, 1065 ounces. 
The United Kingdom sent us 809 ounces 
of the metal in this form. The remainder 
of our purchases were from the United 
Kingdom and were as follows: Iridium, 
55 troy ounces; osmium and osmiridium, 
522 ounces; palladium, 198 ounces; 
rhodium and ruthenium, 259 ounces. 

Platinum prices, as of Oct. 21, were 
officially quoted as: 


WN a cccudeanates ddanemeaednaaeraae $40.00 
Containing 5 per cent iridium......... 43.00 
Containing 10 per cent iridium........ 46.00 
DEY wads «ans nc dcaxdndcdeedsnnees 100.00 
WONG © Seve cevbewdecstwiviseener 21.00 


Prices of Silver Bars 
U.S. 


Government New 
London Assay Sell- York 


Date Official ing Price 
ae 1538 30% 28 
i ee 175 31% on 
J. Se ee 17 31% 29 
QO Be ba cdenes 16% 32% 29% 
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THE WASHBURN WE PAY CASH FOR YOUR 
Security MAGIC ENTIRE STOCK and FIXTURES 
Autom rime for Ear Studs, Scarf Pins, 
etc. 
Pink Wh oleltsmete),10\0)\| mr. am OTe) 
ee. 27 SCHOOL STREET 
a PEARL DRILLING, STRINGING 
oe and Adjusting a Specialty BOSTON . MASS. 


Repairing and Special Order Work 








eo Send for Descriptive Circular 

oe, 818 kt. WRITE OR WIRE AND WE WILL SEND A 
ati, urs ~C. IRVING WASHBURN REPRESENTATIVE AT ONCE 

‘sie, °™*'' 108 FULTON ST., NEW YORK : 
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SILO’S Two Standard Books for 


45th St. and Vanderbilt Ave. Optometrists and Opticians 
NEW YORK CITY By LIONEL LAURANCE 


ESTABLISHED 1879 








| Will Sell At Unrestricted Public Auction General and Practical Optics 
DIAMOND JEWELRY, (Third edition, 360 pages and index) 
SILVER and OTHER ARTICLES Visual Optics and Sight Testin 


(Third edition, 420 d ind 
Thursdays and Fridays ird edition pages and index 
wi“ Price, $3 bor Bash Book 


PROVIDENT LOAN SOCIETY of NEW YORK 


FIRST SALE ON VIEW NOV. 2, AT 1 P. M. Optical Journal & Review 
SECOND SALE ON VIEW NOV. 16, AT 1 P. M. 239 West 39th Street ——_—es 


NEAR") EWELRY CENTER 


Select, quiet, luxurious —/NEXPENSIVE 


Ideal as headquarters for the jewelry and kindred 
trades. Near business centers, theatres, smart 
shops. 801 rooms, each with private bath (tub and 
shower), mirrored doors, circulating ice water, etc. 


RATES For one person—$3.50, 4, 5, 6, 7 
For 2 persons—add one dollar, any room 
Suites (parlor & bedroom) — $9, $10, $12 
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TREET A> 
THE 1s 5 
BEN: IN SILVERSMITH GUI \\\ < Hn 
OF AMERICA. 20 W47 ST. Zz 
N.W.C.M.A. A” oO x z 
Chestnut Street at Ninth AMERICAN JEWELERS. | 4 y; as 
PHILADELPHIA anar...0Y Aeeee 
15 W45 ST. 2 
Make this your stopping place in Philadelphia. Thousands GRAND 
of visitors to this city from every part of the world prefer CENTRAL 
The Benjamin Franklin, for here they are assured a warm RM. 
welcome in the traditional spirit of hospitality for which og tte 
Philadelphia is word-famous. O & 42" STREET. 


Twelve hundred rooms, each with bath Room rates commence ot $4. 


ania LEXINGTON 


LEXINGTON AVE.AT48™-ST. NEW YORK CITY. 











John W. Ruefer, diamond jewelry, has 
moved his office to 2 W. 47th St. 

Julius Kirschner & Co., formerly at 
1451 Broadway, have removed to new 
quarters at 1431 Broadway. 

James Arthur Davison is now repre- 
senting the firm of John Davison, Inc., 
with a chinaware show room at 160 Fifth 
Ave. 

The Vartanian Jewelry Co., jade 
and seed pearl jewelry, is now located in 
new quarters at 22 W. 48th St., Room 
1002. 

Julius Kaufman, of Goodfriend Bros., 
Inc, 542 Fifth Ave., returned recently 
on the Bremen after a visit to the Euro- 
pean pearl markets. 

Bernard Hechtman, formerly a partner 
in the firm of H. R. K. Jewelry Mfg. Co., 
106 Fulton St., has severed his connec- 
tions with that concern. 

Alfred Manning has resigned from the 
Charles T. Dougherty Co., Inc., to accept 
the position of treasurer and director of 
the Bowler & Burdick Co., Cleveland, 
Ohio. 

Broad & Whizin, Inc., have announced 
their removal to new quarters in 1697 
Broadway, Brooklyn, where they will 
carry a full line of gifts, diamonds and 
jewelry. 

William S. Honigbaum has announced 
the removal of his office from 60 Maiden 
Lane to 201 W. 55th St. Mr. Honig- 
baum has been located on the Lane for 
the past 35 years. 

The William G. Seidenbaum adver- 
tising agency, well-known for its work 
in the field of jewelry advertising, has 
moved its offices into larger quarters in 
the same building, 10 E. 40th St. 

Henri Mandelbaum, of Henri Mandel- 
baum & Son, Inc., 580 Fifth Ave., -ar- 
rived home in New York, Oct. 22 on the 
Ile de France, after a purchasing trip to 
the diamond markets of Amsterdam and 
Antwerp. 

Herman Feingold, formerly at 1386 
Broadway, is opening a new shop at 781 
Lexington Ave., where he will carry a 
complete line of diamonds, watches and 
jewelry. The new place will be open for 
business on Oct. 31. 

James L. Asher, 27 years old, who 
pleaded guilty to stealing $900 in gems 
from the store of Wrone & Wrone, 4 
W. 43rd St., on Jan. 31, was sentenced 
Oct. 2 to Sing Sing for two and a half 
years by Judge Allen in General Sessions. 

Fred C. Reimer and H. F. MacKenzie, 
formerly with the Fred C. Reimer Co., 
Inc., have formed a new china and glass- 
ware importing agency trading as the 
Reimer-MacKenzie Corp., with offices in 
the Mohawk building at Fifth Ave. and 
21st St. 

Harold Fox, formerly with the Metro- 
politan Credit Jewelers, 1370 Broadway, 
has returned to the employ of that con- 
cern as salesmanager. Before his asso- 
ciation with the Metropolitan concern he 
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was employed by Jules-Wallace, Inc., 
credit jewelers. 

S. M. Mendelsohn, who has represented 
M. H. Shiman & Co., Inc., 48 W. 48th 
St., for the past several years in the South 
Atlantic and Gulf states, has just com- 
menced his fall trip and will call on all 
his old friends and customers with his 
new fall lines. 

Isador Goldstein of M. & I. Gold- 
stein, diamond importers, 48 W. 48th St., 


T PLUS SIGNS 


+ + + DURING THE LAST 
TWO MONTHS all life insurance 
companies report increases in sales, 
according to the Life Insurance 
Sales Research Bureau. 

+ + + RETAIL STOCKS OF 
GENERAL MOTORS DEALERS in 
the U. S. A. market were further 
reduced in September, when sales 
of new cars and trucks to the public 
exceeded factory shipments by 
3,845 units. 

+ + + THE GROWTH IN THE 
DEMAND FOR TELECHRON elec- 
tric clocks necessitates a consider- 
able increase in production facilities 
at the Warren Telechron Co. fac- 
tory. Two working shifts were 
employed beginning Tuesday, Oct. 
13. 


+ + + DEPARTMENT STORE 
SALES throughout the country 
showed a slight increase in Sep- 
tember over August. Boston stores 
made the best showing. 

+ + + THE GENERAL TIRE & 
RUBBER CO. maintained its un- 
broken record of dividend payments 
since the formation of the company 
in 1915 by declaring a regular quar- 
terly dividend of 75c. a share on the 
common. 


+ + + WESTINGHOUSE ELEC- 

TRIC has recalled several hundred 

men to its Sharon plant on a $1,- 

400,000 contract for car trans- 

formers. ; 
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sailed recently for Europe on the Bremen 
on an extended purchasing trip. While 
in Europe Mr. Goldstein will visit the 
principal diamond markets in Amster- 
dam, Antwerp and Paris. 

At a meeting of the directors of the 
National Jewelers Board of Trade held 
Oct. 15, Leonard S. Katz of Katz Bros. 
& Aul, was elected as a director to serve 
out the term of Cleveland H. Dunn, of 
Graff, Washbourne & Dunn, who had 
resigned from the Board owing to ill 
health. 

Mrs. Hermina S. Stein, daughter of 
Mrs. Regina Singer, of 654 Third Ave., 
died on Sept. 24. Funeral services were 
held at the Riverside Memorial Chapel 
with burial at Salem Fields. Surviving 
are her mother, husband, two children 
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and two brothers, William B. and David 
E. Singer. 

The partnership between Frederick E. 
Sinnock, Joseph N. Sinnock, Henry W. 
Sherrill and George G. Ackerman, of 
Newark, N. J., has been dissolved by 
the death of two of the partners, Joseph 
Sinnock and George G. Ackerman. The 
business will be continued by the two 
remaining partners who will trade as 
Sinnock & Sherrill, with New York offices 
at 15 Maiden Lane. 

The Metropolitan Retail Jewelers’ As- 
sociation will hold its meeting for Octo- 
ber on next Thursday, the 29th, at the 
Oddfellows Hall at 106th St. and Park 
Ave. The annual elections will be held 
at this meeting and several matters of 
importance discussed including the “Plan 
for Cooperation” being sponsored by the 
Executive Board of Retail Jewelers As- 
sociations of New York, and also the 
plans for the New York convention to be 
held early in 1932. 

The Horological Society of New York 
held its monthly meeting on Oct. 6 at 
the meeting rooms at 1253 Lexington Ave. 
This meeting was the first anniversary 
of the inception of the organization and 
was very well attended. At present the 
society has 80 members. During the 
meeting an executive committee was 
elected consisting of L. Boldizsar, S. 
Stroemer, G. Chyba, B. Mellenhoff and 
J. Hollywood. Most of the evening was 
given over to a discussion of how to pro- 
tect the salaries of watchmakers from 
further reduction. 

The Brooklyn Retail Jewelers Associa- 
tion held its monthly meeting Oct. 8 in 
the regular meeting rooms in the John- 
son Building, 8 Nevir> St. Brooklyn. 
President Peters presided over the gath- 
ering. A report from Mr. Peters on the 
national convention was heard by the 
members, in which he related the prog- 
ress attained in raising a fighting fund, 
telling of the initial pledges of $1,500 
which he obtained in subscription form 
on the floor of the convention. Other sub- 
jects discussed were the retailing whole- 
saling problem and misrepresentative ad- 
vertising. 

William Lykway, jeweler at 562 Fifth 
Ave., has reported the activities of a 
sneak thief who on Oct. 9 took a watch 
from the counter in his office. The thief, 
a young man described as being about 
25 years old, with brown hair, dark eyes, 
slender and about five feet eight inches 
tall, entered the jewelers office about 
12.15 p.m. and asked to see a fine gen- 
tleman’s watch. He was well-dressed, 
affable, and appeared to be in a great 
hurry. Mr. Lykway, having laid a watch 
on the counter, was called to another 
office, leaving the man alone with the 
stenographer. When he returned both 
watch and young man were gone. The 
thief had given the name of “Lewis” and 
Mr. Lykway says he seemed to have some 
knowledge of the jewelry trade. 
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Use Derbyshire, Webster-Whitcomb 
Lathes, Chucks and Attachments 


Check your needs— 


Lathe Jeweling Rest 
Chucks Universal Face Plate 
Slide Rest Wheel Cutter 


Pivot Polisher Combination Tailstock 


Ask your dealer or write direct 


F. W. DERBYSHIRE, INC. 
Waltham, Mass. 
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SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 10K Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


tion. 
L. W. STILWELL 
DEADWOOD, SOUTH .DAKOTA 
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| GRIMM and JUDAE CO. 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 











31 No. State Street CHICAGO — 


oe eee 











Hand Carved Chinese Jade 


Amethyst, Turquoi St artistically mounted 
Real seed pearl jewelry our specialty 
Ask for memo package 


ASIATIC ART JEWELRY CO., Inc. 


22 West 48th Street New York, N. Y. 

















NON-TARNISHING FLANNEL 


ROLLS and BAGS 


FOR SILVERWARE 


Bridgeport Bag & Jewelry Case Co. 
New Address—25 Wells St., Bridgeport, Conn. 


Ideal for the repair bench. Fine for 
white gold, silver, platinum, novelties, 
etc. Soldering can be done close to 
the stone. 

Ask for circular J.C. 


+ . ; 
) 22 Albany Street 


D 
e Inc. Mew Yorkies 





Non-Tarnishing Flannel 


BAGS 


and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., INC. 


TAUNTON, MASS. 








OFFICES FOR RENT IN 
National Jewelers Board of Trade Bldg. 


22 West 48th Street, New York City 
Small and larger units of desirable space, with north 
light ready for immediate occupancy. 


DE WITT, SMITH & BATZLE, Managing Agents 
37 Wall Street, New York City 


Phone Whitehall 4-3833 


ape es ceoU WATCHES 














A complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
* Hamilton—lIllinois—Howard—Elgin 21-J. R. R. 
watches in original cases, at very low prices. Price list 
upon request. 

PLONSKY & GREENBERG 
76 Bowery Tel. DRy Dock 4-7563 New York City 


















THE PROTECTION RING GUARD 
, The Most Perfect Ring Guard Ever Made 


NO POINTS TO SCRATCH 
1 Doz. Ass’d on Card—14 Kt. Gold All Colors 
Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 
Pat. May 25, 1920 Pat. May 25, 1920 
Method Patented Pat. No. 1712276 
May 7, 1929 





THE LION SAFETY PIN CLUTCH CO. 
20 West 22nd St., New York Or Jobber 








HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 








116 Nassau Street New York City 





REEVE & MITCHELL CO. 


SINCE 1898 
NON-TARNISHING 


FLANNEL BAGS and ROLLS | 


Philadelphia, Pa. 


1110 Sansom Street 








WATCH AND CLOCK REPAIRING 
H. IZZET & CO. 


QUICK MAIL SERVICE 
154 NASSAU ST. NEW YORK 


BEekman 3-0396 








Medical Ophthalmology 


By Arnold Knapp, M.D. 510 pages, with 32 illustrations. 
Chapter I, comprising 80 pages, is devoted to the anatomy of 
the eye and especially the ocular nervous system. 


Price, $5.00 
THE OPTICAL JOURNAL AND REVIEW 
239 West 39th St., New York 

















CHICAGO: 


Samuel Marks, auctioner moved his 
offices recently from 35 E. Wacker Drive 
to the eighth floor of the Columbus 
Memorial building. 

Wm. J. Vossel Co., manufacturer, has 
moved its offices from the Columbus 
Memorial building to suite 841 Pittsfield 
building, where more spacious quarters 
are occupied. 

K. Papazian of Papazian Bros., import- 
ers, New York, spent several days in 
Chicago recently visiting with C. "rT. 
Alhborn, their local manager, and re- 
newing old acquaintances. 

Julius Zeigler Co., is again making its 
headquarters in the Columbus Memorial 
building. Up to a few years ago this 
concern had offices in this building and 
then moved to the Pure Oil building. 

August H. Holdorf, for many years 
connected with the Juergens & Andersen 
Co., is now associated with the Wm. J. 
Vossel Co., as vice-president. This con- 
cern is located at 841 Pittsfield building. 


Stanley Friedman, of the Amsterdam 
office of Fred’k M. Gottlieb Co., has re- 
turned to that city after spending 18 
months at the Chicago office studying the 
needs and requirements of the trade here. 

The Kestenman Bros. Mfg. Co., of 
Providence, R. I., makers of watch brace- 
lets and other jewelry, have opened an 
ofice in the Heyworth Bldg., in Room 
1110. This office is in charge of Ben 
Troup. 

H. M. Heymann & Son, manufacturers’ 
representatives, are now located in their 
new headquarters on the 10th floor of 
the Pittsfield building. For the past few 
years this concern maintained offices on 
the eighth floor of this same building. 

Vhe business of Bredel & Co., whole- 
sale jewelers, was recently liquidated 
and H. A. Bredel, who was the sole own- 
er, has now associated himself as buyer 
with Spies Brothers, Inc., manufacturing 
jewelers, 27 E. Monroe St. He is also 
in charge of the catalog work of the 
wholesale department. 

One of the startling events of the 
month was the liquidation sale of Le- 
bolt’s, 27 N. State St. This concern in 
large advertising, announced that they 
are giving up their store on the street 
level, continuing to serve their clientele 
in quarters on the second floor of the 
establishment. No change has been an- 
nounced for the New York store. 

The jewelry trade was surprised at 
the announcement last week that Eugene 
Edelstein, for 45 years with the Elgin 
Watch Case Co., of Elgin, was no longer 
employed by the concern. At the time 
of the announcement Mr. Edelstein was 
still nominally the vice-president and di- 
rector of the company and had been 
practically general manager of the con- 
cern since last March. No reason for 
the change was announced. No successor 
has been named by the concern. 
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Announcement was made last month 
of the formation of a new retail concern 
to be known as William F. Juergens & 
Co., with headquarters at 31 N. State 
St. This is a corporation of which Wil- 
liam F. Juergens is president, Warren 
Piper, vice-president and Andrew Sal- 
lade, secretary-treasurer. This concern 
has no connection whatsoever with the 
Juergens & Andersen Co., but its presi- 


T PLUS SIGNS 


+ + + SEPTEMBER WAS THE 
THIRD BEST MONTH in the his- 
tory of Fridigaire Corporation’s sales 
in New York. Actual volume in 
dollars being exceeded only by 
April, 1929 and May, 1930. 


+ + + THE IRVING FISHER 
WHOLESALE PRICE INDEX of All 
Commodities remained unchanged 
for the week. 


+ + + PRODUCTION OF 
MOTOR CARS in the U. S. and 
Canada for the third quarter ex- 
clusive of Ford, exceeded the like 
period of 1930 by a slight margin. 


+ + + GENERAL RAILWAY 
SIGNAL CO. has received a con- 
tract from the New York City sub- 
way system for $2,317,800 worth 
of equipment. 


+ + + THE NASH MOTOR 
CO. third quarter earnings were 
$1,906,751 as against $1,777,270 
last year. 


+ + + DEBITS TO INDIVIDU- 
AL ACCOUNTS, as reported to the 
Federal Reserve Board, for the 
week ending Oct. 7, gained 18 per 
cent over the preceding week and 
were only 12 per cent below the 
corresponding week of last year. 
The Boston and Philadelphia dis- 
tricts were above last year. 


+ + +N. Y. STATE EMPLOY- 
MENT rose 3 per cent in the month 
of September, and there was an in- 
crease of approximately 2 per cent 
in pay rolls, according to the State 
Labor Department. 
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dent is the son of the late head of that 
company and was at one time connected 
with the business. 


Burning through solid steel and con- 
crete burglars entered the vault of the 
Wicker Park Safe Deposit & Trust Co., 
1564 Milwaukee Ave., over a recent week 
end, and escaped with cash, jewels and 
securities worth thousands of dollars. 
Haakon D. Vognild, who conducts a re- 
tail jewelry business as well as this com- 
pany, discovered the loss when the store 
was opened for business on Monday 
morning. The safety vault, equipped 
with huge doors and a time lock, is on 
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the first floor of the building in the rear 
of the jewelry store. According to police 
the gang gained entrance to the base- 
ment of the building, either by one of the 
two coal holes, or by using a key to the 
rear basement door. The gang cut 
through the floor with acetylene torches 
and used a crowbar and sledge hammer 
to open the boxes. 


Herman A. Rolshoven 


Detroit, Oct. 14—Herman A. Rol- 
shoven, president of F. Rolshoven & Co., 
retail jewelers, died at 6.30 p.m. yester- 
day, from an illness that had confined 
him to his home at 580 Grand Boulevard 
for more than a year. He was 75 years 
old. 

Mr. Rolshoven was _ outstanding 
throughout the middle west, not only as 
an appraiser and student of rare jewelry, 
but also for his philanthropic interests. 
His appraisals of gems, particularly dia- 
monds, had often been sought by the 
Government as testimony in the Federal 
courts. 

The F. Rolshoven & Co., which now is 
located in the David Whitney building, 
at 1568 Washington Boulevard, was 
founded by his father, Frederick Rol- 
shoven. Herman A., who was the eld- 
est son, entered the business at the age 
of 15. The other son, Julius Rolshoven, 
one of the most prominent artists in this 
country, died on Dec. 7, 1930. 

Mr. Rolshoven leaves his widow, Grace 
S. Rolshoven, and three sisters. 


Adolph W. Buchbinder 


Detroit, Micu., Oct. 2.—The death of 
Adolph W. Buchbinder, a veteran mem- 
ber of the local jewelry trade, occurred 
Sept. 20, at Harper Hospital, following an 
operation. It caused deep regret not only 
in Detroit, but throughout the many 
jewelry centers where the deceased was 
well known. 

Mr. Buchbinder, who was a native of 
Detroit and in his 72nd year, had been 
with the firm of Wright, Kay & Co. for 
over 51 years. He was at various times 
salesman, buyer and department man- 
ager. Recently he had spent a few months 
each year with the firm spending the 
winter in Florida and the summer at 
Algonac. 

Deceased had a large acquaintance 
throughout the industry and on his 50th 
anniversary with the Wright, Kay firm 
was presented by a group of New York 
concerns with a handsomely bound testi- 
monial signed by manufacturers who were 
in business 50 years ago. 

Mr. Buchbinder was a member of 
Union Lodge, Michigan Soverign Con- 
sistory, Detroit Commandery No. 1, Mos- 
lem Temple. 

He is survived by his widow, three sons 
and one daughter. 
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e 0 e@ YOU would not buy a 





mainspring if it were too soft or too 
brittle, neither would you want a 
plier that was not properly tempered 


This also applies to WATCHGLASSES 


V. T. F. GLASSES HAVE BEEN MADE AT THE 


SAME FACTORY IN FRANCE FOR OVER FIFTY YEARS AND 
THE PROCESS OF ANNEALING WAS PERFECTED MANY YEARS 
AGO AND HAS BEEN USED EVER SINCE 


* 


3 1/3 Gross 
————— ; MI-EMPS in handsome 
"on =. Mahogany finish 
A pe Ha cabinet 
LIMITED : = 


TIME... = A spf SD pss 
——— 


* 


No charge for 
cabinet 


. you can obtain 31/3 Cross V. T. F. MI-EMPS at the 
regular price of $7.00 per Cross with a handsome Mahogany 
cabinet furnished gratis during this offer 


ORDER THROUCH YOUR JOBBER 


HAMMEL, RICLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U. S. A. 








Written Expressly 
for 
The Jewelers’ Circular 


by 
LESTER B. PRATT 








HOROLOGICAL QUESTIONNAIRE 








How shall we proceed 

to form the proper curve for the tooth of the hour wheel ? 
Answer.—As we have mentioned previously in this 
article, the epicycloidal tooth is used in all watch trains. 
In an epicycloidal tooth the curve from the pitch circle 
to the outside circle of the wheel is termed the epicycloidal 
curve. The method to be followed in producing this 
curve may be readily understood by referring to Fig. 2. 
Epicycloidal curve is developed by rolling one circle, 
termed the generating circle, upon the outside of another 
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Fig. 2 Fig. 3 


circle, which represents the primitive diameter or pitch 
diameter of the wheel, a fixed point on the outside of the 
generating circle will describe a curve which is called an 
epicycloidal curve. When the generating circle is rolled 
upon the inside of the primitive circle—that is, from the 
pitch circle toward the center—the curve developed is 
called a hypocloidal curve. Either of these curves may 
be developed by a point located on the periphery of the 
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generating circle. This point is tangential with the pitch 
circle of the wheel when the center of the generating 
circle is at C. While it is being rolled to the position 
with its center at D, the point A will have described the 
curve marked epicycloid. Now, if we place a point at 
E, and move the generating circle back to its original 
position, we will describe a similar curve and the two 
curves thus developed will terminate at B, and the space 
between the points A, B and E represents the addendum 
of a wheel tooth. If we wish to develop the addendum 





Fig. 4 


for a wheel tooth the generating circle should be half 
the diameter of the pitch circle of the pinion which 
meshes into the wheel. If we wish to develop the flank 
of a wheel tooth, the generating circle should be half the 
pitch diameter of the wheel. As the hypocycloid thus 
developed is a radial line, it is unnecessary to develop it 
by means of a generating circle, as a line drawn from the 
pitch circle to the center of the wheel would include the 
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There is one sure way to judge 
the quality of refining work... 
BY THE SIZE OF THE 
CHECK YOU RECEIVE. 
Just see if you can't do better 
by shipping to Hoover. Steel 
drums furnished when needed 
without charge. Write us what 
you have to ship. 


HOOVER & STRONG, Inc. 


119 West Tupper St., Buffalo, N. Y. 


Golden Rule Refiners and Manufacturers Since 1912 
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OF 
Precious. 
Metals 

Gold, Silver 


AND © 
Platinum 





IN PLATE and WIRE 


T.B. 
HAGSTOZ 
and SON 


709 Sansom St. 





PHILADELPHIA, PA. 

















| The Perfect 
Channelled Wedding Ring 


IS THE ONLY ONE 
TO GIVE COMPLETE 
SATISFACTION 


IT IS SOLD BY 


Johnson, Matthey & Co., Inc. 


Refiners of 
Platinum and 


Precious Metals Telephone: 


Bryant 9-4645 





Trade Mark 





nN 100% Cash T 





15 West 47th St. | 
New York City | 








for Your 


Old Stock 


UR experience of 4 genera- 
tions enables us to get the 
utmost out of your old gold, sil- 
ver, platinum, filled cases, optical 
frames, etc. 
A reputation over a century in the 
building is behind our guarantee. 


Send in a trial shipment and be 
convinced. The check for full 


value will be sent by return mail. 


Lots held intact until estimates 
are approved. 


N. L. SHTEINSHLEIFER 


Refiner of Precious Metals 
78 Bowery, New York, N. Y. 
































flank, which is that part of the tooth which extends from 
the pitch circle to the base of the tooth. 

As previously described, we made a drawing of the 
three circle representing the following hour wheel calcu- 


lations: 


I CE 5k ks knees nr iedesedes 4125 
NN ES os pcennedees aaeeeeeeaes 400 
Whole depth of space circle.............. 3910 


We raised each of these dimensions 10 times in order 
to make a drawing on an enlarged scale, which gave us 
circles respectively of 4.125, 4.00 and 3.910. As the 
generating circle should be half the diameter of the pitch 
circle of the minute pinion, we find by referring to the 
answer to the last installment that this dimension is given 
as .050, which we raise ten times and obtain .500. 

Now, if we take a piece of sheet brass about .010 in 
thickness and turn up a disc exactly 4.00 in diameter 
(which may be readily done by cementing it to a cement 
plate in the lathe) we will have a disc representing the 
pitch diameter of the hour wheel as in the drawing. 
Before removing the disc from the cement plate, we shall 
drill a hole exactly in the center to take an ordinary pin. 
Then we shall turn up another disc .500 in diameter, 
which is the diameter of the generating circle. 

Next we will place the larger disc on our drawing so 
that it exactly coincides with the pitch diameter circle. 
We will secure it in this position with a pin through the 
center hole. In the disc representing the generating circle, 
we will cut a notch just deep enough to allow the point 
of a pencil to touch the paper and also be within the 
circle. 

We have previously divided the pitch circle into 40 
divisions. Each of these divisions is the proper space to 
form our tooth curves. 

Referring to Fig. 3, we will place the generating circle 
in contact with the pitch circle, and with the pencil point 
in the notch we will roll the generating circle on the 
pitch circle and describe an epicycloidal curve from A 
to B. Then we will place the notch at C and describe 
a curve from C to B. We will also make similar curves 
from D to E and from F to E. This will give us the 
addendum of two teeth with the intervening space, this 
space, in conjunction with the whole depth of tooth space 
being essential in determining a fly cutter of suitable form 
for cutting the teeth in the hour wheel. 

Our next step will be to remove the brass disk from 
the drawing, and with the straight edge we will draw 
lines from the center to A, C, D and F, respectively. 
These lines should exactly intersect the center and should 
also join perfectly with the epicycloidal curves at A, C, 
D and F. 

Fig. 4 shows the two teeth which are the result of 
our calculations. We shall also draw a circle which will 
include within its circumference the epicycloidal curve 
we have developed. The diameter of this circle when 
measured accurately will be .47124. As it is also raised 
10 times, it will conform with the other dimensions per- 
taining to the tooth. The space between the two teeth rep- 
resents the proper shape to make our fly cutter. The 
dimensions we have calculated, together with the diam- 
eter of the circle embracing the epicycloidal curve, will 
enable us to make a fly cutter of proper shape to cut the 
teeth in the hour wheel. This will be described in the 
next installment. 
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Invar and Elinvar 


Editor, THE JEWELERS’ CIRCULAR: 


A query and answer in the technical department of the 
October issue of THE JEWELERS’ CIRCULAR indicates 
an erroneous impression regarding the use of “invar” 
and “elinvar,” that seems to be rather common. 

Invar is a nickel-iron alloy practically destitute of 
thermal expansibility. Its coefficient of expansion is about 
one-fourteenth that of steel. 

Invar is the creation of Dr. Charles Edouard Guil- 
laume who also (for the purpose of eliminating the middle 
temperature error) invented a balance wheel in which 
invar is used. In this balance, invar is fused with brass 
in forming the rim, taking the place of the conventional 
steel most generally employed in this connection. 

However, the Guillaume balance does not have an 
uncut rim, as your correspondent seems to think. The 
rim of the Guillaume balance is cut at two points in the 
manner customary with other bi-metallic, compensating 
balances. 

Use of a solid monometallic, non-magnetic balance has 
been made possible by a still later development of Guil- 
laume’s, another nickel-iron alloy of 36 per cent nickel 
content but with other ingredients not used in invar. 
This later-developed metal is “elinvar” and its important 
characteristic from the watchmaker’s standpoint is its 
constant elasticity regardless of temperature variations. 
It is not used in balance wheels but in hairsprings. 

Now, as every watch technician knows, the reason we 
have bi-metallic, cut-rim, balance wheels in watches is 
because the changes in the elasticity of the conventional 
carbon steel hairspring, due to temperature variations, 
require a “compensating” device. Otherwise a watch 
would lose at the rate of five to seven seconds a day for 
each degree (Fahr.) rise in temperature or gain at that 
rate for each degree (Fahr.) reduction in temperature. 

But as an elinvar hairspring does not lose or gain 
elasticity through temperature changes, it creates no ther- 
mal error and, there being nothing to “compensate,” a 
bi-metallic, cut balance wheel is not needed when an 
elinvar hairspring is used. This is doubtless what your 
correspondent has in mind, but he has the “invar” alloy 
confused with “elinvar” and has the impression that it 
is the metal in the balance wheel that makes it unneces- 
sary to cut the rim to provide compensation. 

To sum up then: The Guillaume balance is a cut-rim, 
two-metal, compensating balance made of brass and invar. 

Elinvar is a hairspring metal of invariable elasticity 
which makes the “compensating” type of balance unneces- 
sary and is used by two American watch manufacturers 
in railroad watches in conjunction with solid-rim, one- 
metal, non-magnetic balances. 

The facts will more easily be stored in the memory 
by noting that the name “elinvar” is made up of syllables 
taken from el-asticity and invar-iable. 

Sincerely yours, 
Hamitton WatcH ComPANny, 
(signed Milton F. Manby, 


Technical Superintendent. 





Nathan S. Sharp, formerly with the David Bros. 
Pawnshop, 1803 Market St., Philadelphia, has announced 
that he is now in business for himself as a wholesaler of 
diamonds, jewelry and watches, at 740 Sansom St. 
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Quicker Cleaner 
Melts Castings 





DICA 
Crucibles 


For Melting Gold and Silver 
Without the Use of a Furnace 





@ Dica crucibles are made of the most heat re- 
taining materials and are uniform in composition. 


@ They do not crack when heated or cooled. 


@ They are designed with the correct pouring 
angle. 


Ask your dealer. 


BINNEY & SMITH CO. 


41 East 42nd Street, New York, N. Y. 




















PERMANENT 
Pik P.. FINE WHITE 
Ss s METAL 


s 


FINISH FOR 
JEWELRY 


ow 


We are now prepared to give highest grade service in 
plating any article of jewelry with RHODIUM, a pre- 
cious metal of the platinum group—a lasting, beautiful, 
white color on yellow gold, white gold or silver. Send 
us a ring—bracelet—brooch, watch case, necklace for 
sample of this beautiful finish. 


MAKE YOUR OLD STOCK NEW 


We repair and refinish all kinds of BAGS—SILVER- 
WARE of all kinds—Plating in Gold—Silver—Platinum 
—Rhodium. A quarter century of successful experience 
aided by the latest complete mechanical equipment as- 
sures low cost, dependable service and your entire satis- 
faction with each job. 


SWARTZ & CO. 


The Silversmiths Bldg. 
10 S. WABASH AVE., CHICAGO 
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EVIDENCE 


The ever increasing 


number of Jewelers 


who send us their 


OLD JEWELRY 


kK SWEEPINGS 
speaks for itself 


open pam serena 
v J 














Delivery guaranteed within 3 days 


George Palestro 


134 West 23rd St., New York City 


WAtkins 9-8661 











BUY 
AMERICAN MADE 


WATCH OIL 


Nye prepares a special oil for wrist 
watches 


Order from Your Jobber 


WILLIAM F. NYE, INC. 


New Bedford Mass. 





























WORKSIFOIP WOES € QUWIFIRITIES 





Phainwing coils stick together 
In the course of my watch repairing, ladies wearing wrist 
watches often complain that the watches run an hour or 
two fast. In examining the watches, I find that the hair- 
spring coils stick together. Will you kindly give me the 
reason for this and a remedy for preventing it? (Ques- 
tion 4223.) —H. S. 

Answer.—The usual cause of the hairspring coils stick- 
ing together is: that there is either a slight amount of 
oil on the hairspring or that the watch is magnetized. 
If you are sure that the watch is not magnetized, then 
clean off the hairspring carefully and place it in the move- 
ment again. You must be very careful about oiling these 
small watches as the slightest speck of oil that may run 
away from a jewel hole and get on the hairspring will 
cause the trouble you are having. When you are sure 
there is no oil on the hairspring and also that the watch 
is not magnetized, then shape up the coils of the spring so 
they do not touch each other or any part of the watch. 
You should have no trouble if you are careful in these 
details. 


Priating Solutions 


Kindly send me an approved formula for electro-plating 
silver, chromium, white, yellow and green gold. Also a 
good process for cleaning white gold jewelry. (Question 
No. 4224.)—A. S. H. 

Answer.— Make your silver plating solution to the fol- 
lowing formuia: Three ounces of fine silver, six ounces 
sodium cyanide, one gallon water. Roll your silver out 
very thin and anneal it. Then for each ounce of silver 
use one ounce of nitric acid cp and one ounce of water. 
Place this in a pyrex beaker on a hot plate and apply 
heat until it is all dissolved. Then add a strong solution 
of salt which will precipitate the silver as silver chloride. 
-After allowing the precipitate to settle for a short time 
then pour off the clear solution and add about a quart of 
water. Repeat this process several times until all of the 
nitrate solution is removed. ‘Then dissolve the cyanide 
in water and add the silver chloride with constant stirring 
until it is completely dissolved. Use an anode of pure 
silver. 

Formula for your yellow gold solution of Roman color- 
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ing solution, as it is usually termed, is about three penny- 
weights of fine gold and one ounce of sodium cyanide, 
one quart of water. Roll the gold very thin and anneal 
it. Then dissolve in agua regia which is composed of one 
part cp nitric acid and three parts cp hydrochloric acid. 
One ounce of aqua regia will dissolve one-fourth ounce of 
gold. Place the gold in a beaker and add the acid, then 
place it on a hot plate. Apply heat until the gold is all 
dissolved. Evaporate to a thick syrup which is your 
chloride of gold. Dissolve the sodium cyanide in water 
then add to the gold chloride with constant stirring. 
Your coloring solution is now ready for use. A piece of 
fine gold one inch wide and four inches long rolled to 
about twenty-eight gage makes a suitable anode. 

Your green gold solution may be made from the Roman 
coloring solution by simply adding a small amount of 
silver solution, trying this on some metal until you get 
the required shade. 


Ssttetins Tungsten 
Will you please let me know as soon as possible if there 
is any way that copper wire can be soft soldered to 
Tungsten wire without plating or fusing any metal on 
the Tungsten wire. I have a job whereby I have to solder 
a quantity of copper stranded wires to Tungsten and so 
far have been unable to do so without first copper plating 
the Tungsten wire and this isn’t so good because the wire 
Tungsten pins are short and the copper plate does not 
stick to Tungsten, peels right off. (Question No. 4225.) 
—P. L. 

Answer.—We do not believe that you will be success- 
ful in either soft soldering or plating Tungsten. There 
are patented processes whereby this might possibly be 
done, but they are not available and we do not believe 
that they are very successful in any case. If we have any 
further information along this line we shall be pleased to 
advise you. 


C. A. Morris, Newberg, Ore., is celebrating his twenty- 
third business anniversary in a new store which is attract- 
ing much favorable comment. A grand opening was held 
recently and an interesting program was given. 
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Special Notices. 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
elosed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 





Situations Wanted. 
Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





IF YOU’RE INTERESTED in acquiring 
an aggressive retail salesman, write 
*X., 6827,” care Jewelers’ Circular. 





DIAMOND SETTER, platinum and white 
eo. experience. Address ‘A. H.,” 208 
- 85th St., Apt. 3E, New York. 





MY HOBBY IS creating attractive win- 
dows and pleasing sales. Address “G., 
6880,” care Jewelers’ Circular. 





BOOKKEEPERS, 
no_ charge. 
Cort 


STENOGRAPHERS, 
typists, clerks furnished, 
Fulton Agency, 93 Nassau St., 
7392, New York. 





SALESMAN, retail, Christian, 32 years 
of age, 14 years’ experience catering to 
the better class of trade. Address “G., 
6691,” care Jewelers’ Circular. 





WATCHMAKER, clock and jewelry re- 
pairer, plain engraver, 20 years’ ex- 
perience; A-1 reference. Address “W., 
6794,” care Jewelers’ Circular. 





IF YOU ARE IN NEED of a watchmaker, 
eweler or optician, write to Henry 
aulson & Co., 37 So. Wabash Ave., 
Chicago, IIl. 





ENGRAVER AND DIAMOND SETTER, 
experienced in both lines; West or 
South preferred. Address “A. H.,” 208 
W. 85th St., Apt. 3E, New York. 





YOUNG LADY, eight years’ experience in 
jobbing jewelry line, desires position _as 
order and repair clerk. Address ‘“M., 
6777,” care Jewelers’ Circular. 


YOUNG LADY, eight years’ experience 
as order, stock and repair clerk; also 
weigh findings; references. Address 
“L., 6776,” care Jewelers’ Circular. 





EXPERT WATCHMAKER and engraver; 
cities where expert is needed; state 
wages; come at once. W. T. Lambert, 
1219 12th St., Augusta, Ga. 





WATCHMAKER, A-1 mechanic on high 
grade Swiss, American, complicated 
watches; reference. Address ‘‘K., 6845,” 
care Jewelers’ Circular. 





JEWELER, expert repair man, fast work- 
man on ensemble rings and lodge rings, 
wants a steady job. Address “A., 6831,” 
care Jewelers’ Circular. 





WATCHMAKER, six years’ experience, 
desires position at once; best of refer- 
ence, and will go anywhere. Address 
“J., 6843,” care Jewelers’ Circular. 





A MASTER WORKMAN who will do the 
work the way you want it done; watch- 
maker, jeweler and engraver. e 2 
Echelbarger, Uniontown, Pa. 





LIVE WIRE, retail salesman who can 
produce results and no excuses; best of 
reference. Address “T., 6893,” care 
Jewelers’ Circular. 





JEWELER, 36, 25 years’ experience, de- 
sires permanent position, anywhere; 
best of references. Tachet, 4400 Weck- 
ham Ave., Bronx, N. Y. 





JUNIOR SALESMAN, neat appearing 
young man, seeks position in reliable 
retail concern; experienced. Address 
“C., 6916,” care Jewelers’ Circular. 





AUTHENTIC in ideas, a dependable 
young man, wishes to show his sales 
producing qualifications in a _ reliable 
store; exceptional references. Address 
“L., 6855,” care Jewelers’ Circular. 





WATCHMAKER AND SALESMAN, with 
cash and credit managerial experience, 
desires to affiliate with high grade con- 
cern. Address “Z., 6830,” care Jewelers’ 
Circular. ° 





FIRST CLASS WATCHMAKER, 25 years’ 
experience, good salesman, _ willing; 
jewelry and engraving: New England 
preferred. Arthur R. Hayden, 51 No. 
Main St., Concord, N. H. 





ENGRAVER, expert on monograms, in- 
scriptions and ornamental work: 15 
years’ experience, best of stores: refer- 
ences; go anywhere. Address “Y., 
6828, care Jewelers’ Circular. 





ACCUSTOMED SELLING jewelry of the 
better kind, capable young man seeks 
connection with reputable store. Ad- 
= “B., 6832,” care Jewelers’ Cir- 
cular. 





JEWELER, experienced gold and plati- 
num, new and repairs, on watch cases, 
wants position; store preferred. Ad- 
—— “C., 6796," care Jewelers’ Cir- 
cular. 








CLOCK AND JEWELRY REPAIRER; 
can wait on trade, trim windows, as- 
sist on watches, etc. Address G. “ 
Marvin, 51 So. Main St., St. Albans, 
Vermont. 


YOUNG MAN, 23 years old, desires posi- 
tion as watchmaker; excellent refer- 
ences; will start on small salary. 
= “P., 6819,” care Jewelers’ Cir- 
cular. 





JEWELER, experienced on all repairs, 
remodeling, pearl restringing, stone set- 
ting; take position on part time or 
home work. Address “M., 6778,” care 
Jewelers’ Circular. 





BOOKKEEPER-STENOGRAPHER, young 
lady with three years’ experience pre- 
cious stone house; capable to take 
charge of small office. Address “H., 
6772,” care Jewelers’ Circular. 





WATCHMAKER WANTS POSITION with 
reliable firm; $60 per week or percent- 
age basis; must be steady work and 
plenty of it. Address “F., 6771,” care 
Jewelers’ Circular. 





BENCH HAND EXPERIENCE, jeweler, 
38, 19 years’ experience on all kinds 
and grades, rings, brooches, watch 
cases, etc., new and repairs. Address 
“L., 6810,” care Jewelers’ Circular. 





A-1 WATCHMAKER, JEWELER and 
clock repairer, with best of reference, 
desires a place with a good jeweler; 
22 years’ experience. W. . Kinser, 
918 Millville Road, Altoona, Pa. 





JEWELER, experienced on gold and 
platinum work, new and repair, wants 
position anywhere, temporary or steady ; 
A-1 references. Address “M., 6812,” 
care Jewelers’ Circular. 





EXPERIENCED WATCHMAKER and 
front man, take full charge; pleasant, 
accurate, reliable; salary fifty dollars; 
excellent references. M. Allen, 1241 
Orange St., Berwick, Pa. é 





WATCHMAKER, 20 years front and 
shopman; have been inspector on four 
railroads; bracelet, complicated watches, 
fine clocks; own tools; references, Ad- 
dress ‘‘Watchmaker,” Dover, Minnesota. 





JEWELER AND DIAMOND SETTER, 
thoroughly experienced in repairing and 
new work; capable of handling small 
shop; best of references. Address “B., 
6606,” care Jewelers’ Circular. 





WILL RELIEVE YOU of many responsi- 
bilities; young man, capable buying, 
selling and executing other important 
affairs of a jewelry store. Address 
“T., 6862,” care Jewelers’ Circular. 





RETAIL MANAGING SALESMAN, ex- 
ecutive ability, desires position with re- 
tail or pawnbroking establishment; 
highest credentials. Address “C., 6711,” 
care Jewelers’ Circular. 





SITUATION WANTED by a woman, 15 
years’ experience as saleslady, order, 
repairs and general jewelry clerk; best 
of reference furnished. Address “K., 
6775,” care Jewelers’ Circular. 





EXPERT ENGRAVER ON ANYTHING, 
combination jeweler, diamond setter; 
cities where combination is needed; 
state wages; come at once. W. T. Lam- 
bert, 1219 12th St., Augusta, Ga. 





YOUNG MAN, 23, neat appearing, de- 
sires opening either wholesale or re- 
tail; five years’ experience; A-1 refer- 
ences. Address “R., 6861." care Jewel- 
ers’ Circular. 





A-1 COMBINATION watchmaker, jeweler, 
set diamonds, engrave; age 31, 1 
years’ experience; $45; references. 
=e “J., 6811,” care Jewelers’ Cir- 
cular. 


ACTIVE YOUNG MAN seeks position in 
office of reputable watch importers or 
jobbers; capable filling orders, keeping 
stock, etc.; references. Address ‘“K., 
6854,’’ care Jewelers’ Circular. 





STEEL ENGRAVER on _ rings’ and 
brooches, 15 years’ experience, desires 
position ; wi to go anywhere. Ad- 
— “P., 6786,” care Jewelers’ Cir- 
cular. 





POSITION as buyer and manager jewelry 
or gift store; have had wide experience ; 
can qualify for any position; best ref- 
erences. Address “Circular, 376,” 367 
West Adams St., Chicago, IIl. 
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How would you like to have 
AN OFFICE IN THE 


TIMES SQUARE DISTRICT 
for $100 A MONTH? 


HERE are a few offices still available in a 

large, high-class building located within a 

short mashie shot of Broadway and 42nd 
Street, New York. 


At the extremely low rate of $100 a month you get 
a large, outside office, completely redecorated, elec- 
tric fixtures installed, heat furnished, day and night 
elevator service, and the benefit of our low electric 
rates. 


Larger quarters can also be provided, and changes 
will be made to suit your requirements. These spaces 
are ideal for show or display rooms. 


The building houses the executive offices of the 
United Business Publishers, Inc., publishers of The 
Iron Age, Dry Goods Economist, Boot and Shoe 
Recorder, Jewelers’ Circular, Chilton Automotive 
Publications, and other nationally known publica- 
tions. 


The building is located at 239 West 39th Street, 
midway between 7th and 8th Avenues, served by the 
I.R.T. and B.M.T. subways, is only a block from 
Times Square Post Office, and a few blocks from 
either Grand Central or Pennsylvania Terminals. 


If you are contemplating a change or opening a 
New York office, don’t fail to inspect these remark- 
able rentals. They may be leased direct or through 
your own broker. For full particulars write to: 


Building Manager, 
UNITED BUSINESS PUBLISHERS, Inc. 
239 West 39th St., New York, N. Y. 


Since floor loads are adequate for light manufacturing, this location is ideal for 
manufacturers and for jobbing and repair work. It is close to the great retail 
shopping center and still offers the advantage of low rentals and freedom from 
restrictive handicaps. 
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THE JEWELERS’ 


New Trends in Industrial Art Shown 
at 12th Annual Exhibition at 
Metropolitan Museum 


The salutary progress in modern in- 
dustrial art in the United States is well 
evidenced in the exhibition now going 
on at the Metropolitan Museum of Art, 
New York. 

Modern achievements in silverware 
design, ceramics, glassware and enamels 
are prominent features of the exhibition. 
Among the firms and designers cooperat- 
ing with the museum are many of the 
manufacturers of wares in which the 
jeweler is interested and whose products, 
now on display there, are of great inter- 
est to the progressive retailer. Silver 
patterns designed by the International 
Silver Co., Reed & Barton, the Towle 
Mfg. Co., and Peter Mueller-Munk are 
on display. Other firms represented in 
the exhibition are: The Cowan Potters, 
Inc., T. G. Hawkes & Co., A. H. Heisey 
& Co., The Rookwood Pottery Co., The 
Star Case Co., The Chase Brass & Cop- 
per Co. 

The_ exhibition will 
Nov. 22. 


continue until 


Benedict Yehley 


DELAWARE, OHIO, Oct. 5.—Benedict 
Yehley, 76, one of Delaware’s oldest 
business men, died at his residence, 240 
W. Central Ave., last week, following a 
brief illness. 

Mr. Yehley was one of Delaware’s 
pioneers in business, having opened a 
jewelry store here 46 years ago. 


CIRCULAR 
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Surviving are his widow, Caroline, one 
son, Walter, of this city, and one grand- 
son. 


Destructive Advertising 
(From page 61) 


of color, cutting and perfection must 
be carefully and expertly weighed in 
determining their value and desira- 
bility, has been the main reason why 
the discriminating diamond buyer has 
purchased these gems only through 
the reputable and legitimate jeweler. 
It is the confidence of the public in 
the jeweler—confidence in his ability 
as an expert and reliability as a mer- 
chant, that has held the fine diamond 
and gem trade in his hands for ages. 


Advertising that tends to destroy 
this confidence, strikes at the founda- 
tion of the retailer’s business and the 
harm is increased when, in addition, 
it tends to give the public an idea that 
diamonds can be standardized and 
sold under the same conditions as 
groceries or household wares. 

We predict that destructive adver- 
tising of this kind will prove a boom- 
erang both to those who use it and 
those who handle the product adver- 
tised. It should be stopped at once. 
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